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‘The Republic 


RESULT PRODUCER. 


A thorotigh and practical demonstration of the 
value of advertising in the St. Louis REPUBLIC bas 
been made hy a patent medicine company, which makes 
the following statement : : 








f 8ST. LOUIS be ty Sr. Louis, M i 
GENTLEMEN— 


believe per medicines were only carried 
m stock by six or eight of the dF. wig aed at St. Louis 
ie to ad ur paper. 

The St. Louis wholesale regaiows now inform us they are 
carried in stock by all retail of the city—more 
—s — in number—and the demand is st 

Belie’ wing z that no better example can be shown of direct ? 
benefits of advertising, we take pleasure in —_ you the 
above facts, and give ve. your paper credit, th its CHAR- 
ACTER, INFLUENCE CIRCULATION, for crea’ A this de- 
mand for our medicines. 

In justice to the St. Louis REPUBLIC we will also say that 
we have not advertised in any other paper in the city, or 
advertised in the city in any other manner than through } 
Tae REPUBLIC. Yours truly, 

(Signed) CHAMBERLAIN MEDICINE CO. 
By D. 8S. CHAMBERLAIN, President. 
Des Moines, Ia., Jan. 21, 1895. 























ASK FOR RATES. 


THE REPUBLIC, St.Louis, Mo. 


NEW YORK OFFICE: 146 Times ‘BUILDING, 
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They Bear Scrutiny. 


For yearly advertising the local 








country weekly returns more per 


dollar invested than does any 





other lg The rate per hundred or thousand 
circulation is extremely low. 

Each copy is read by the entire family, including 
the help. | 

Nearly all of the advertisements are local, which 
makes them as interesting to the reader as the home items. 

Foreign advertisers thus secure an alliance with the 
readers which they cannot obtain in other ways. 

The best advertising investment is the year-after-year 


order in the local country weekly. 
ge Oe gS TD 


The New England, Middle and Southern States are 
well covered by the 1450 local weeklies of the Atlantic 
Coast Lists. 

Yearly advertising quarter of a cent a line per paper 
per insertion. 

One order, one electrotype does the business. 


Catalogue for the asking. 
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ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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CORNERING THE COLONEL. 





THE ADVERTISING MANAGER OF THE 
PENNSYLVANIA RAILROAD TALKS 
ABOUT ADVERTISING—BELIEVES IN 
NEWSPAPERS AND NOT IN MAGA- 
ZINES—HE USES TONS OF BOOKLETS 
AND ‘‘SOFT MATTER’’—SPARES NO 
EXPENSE FOR ARTISTIC AND EF- 
FECTIVE WORK—HAS A MOST COM- 
PLETE SYSTEM OF WATCHING RE- 
SULTS AND HIS ADVERTISING COV- 
ERS EUROPE AS WELL AS AMERICA. 





Advertising a railroad that has more 
miles of acres and 
more hundreds of 
miles of track than 
even its advertising 
manager could esti- F 
mate off-hand is no =f 
small job, especially ae 
when the millions of 
people its advertis- 
ing must influence 
range in intelligence 
and means all the 
way from Pennsyl- \ | 
vania Dutchtopleth- \ ~ 
oric plutocrats, who 
come over from 
Europe to ‘do 
America” in a week. 

I cornered Col. 
Barksdale, who has charge of the adver- 
tising of the Pennsylvania Railroad, in 
his cozy private office and secured an 
a in the interests of PRINTERS’ 

NK. 

‘*What do you believe to be the best 
method of advertising for your line of 
business ?’’ 

‘*Every method that will attract the 
attention of the people to the Penn- 
sylvania Railroad. One of our best 
and most successful methods of adver- 
tising is by photographs of scenery 
along our line, handsomely framed and 
placed in hotels, clubs and other places 
of public resort. These pictures cost 





COL, BARKSDALE. 


us about $15 apiece. We procured 
them by fitting up a photographic car 
and sending it out in charge of W. H. 
Rowe, hotographer, of Philadelphia, 
under the direction of an officer of the 
road.”’ 

NEWSPAPERS ARE BEST. 

‘‘But our principal advertising is 
done in the newspapers. We do not 
get as good-results from any other 
source. We publish a time-table in 
about every newspaper on our lines. 
We use them besides for special an- 
nouncements of excursions, etc., send- 
ing them reading notices at least once 


a week. We use 
about 600 of these 
papers. We work 


up the reading no- 
tices very carefully 
in our own office, In 
addition, we use the 
leading dailies in the 
large cities for our 
time-tables and for 
special display ads 
regarding excursions 
and tours. 

‘* All these Ts 
are read ines alee 
by the people in this 
department. An 
mistakes in the time- 
tables are corrected ; 
all items or articles or editorials of inter- 
est to our officers are clipped out, pasted 
on cardboard sheets, sent from office to 
office for inspection, and finally returned 
here to be filed away in the archives. 

‘*Of course we print an enormous 
amount of other matter—nine million 
time-tables annually and hundreds of 
thousands of copies of books descript- 
ive of points of interest along our 
lines, special trains, excursions, etc. 
This is supplemented by ‘soft mat- 
ter’ hung up in the ticket offices and 
stations everywhere.” 

USES THE BEST ONLY. 
‘Ix our booklets and brochures we 
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use only the best paper, best printing 
and best illustrations, sparing no ex- 
pense. One of our best books was 
that of the. World’s Fair, in which we 
printed 250,000 copies in seven lan- 

ages and circulated them widely in 

urope, South America and Mexico.”’ 

Col. Barksdale gave me a copy of 
this book, which is beautifully gotten 
up. It has maps of New York, Phila- 
delphia, Washington, Chicago and the 
World’s Fa:r grounds and an interest- 
ing story about each, and most allur- 
ing descriptions and pictures of the 
luxury of travel on the Pennsylvania 
system. 

One of the best books the Pennsyl- 
vania has issued ‘describes the Penn- 
sylvania Limited, and contains a large 
number of excellent pictures. 

‘The gratuitous stenographer on this 
superb train is one of Col. Barksdale’s 
many brilliant ideas. 

Col. Barksdale showed me a copy of 
a ponderous publication called ‘‘ Sum- 
mer Excursion Routes of the Pennsyl- 
vania Railroad,’’ in which there were 
illustrations, data and figures enough 
to guide the entire population of Amer- 
ica to beautiful, sylvan, summer spots 
and seaside places on the Pennsylvania 
Railroad. par **Tour to the 
Golden Gate ’’and ‘‘Around the City on 
the Pennsylvania Railroad,” issued with 


special purposes, have attained large. 


cceslesitns through the methods em- 
ployed by the Pennsylvania, which 
embrace the placing of these publica- 
tions in the hands of station agents 
and ticket sellers everywhere for dis- 
creet distribution, mailing to special 
names and addresses taken from the 
books of the large cities; and to special 
lists of people who have participated 
in the Pennsylvania’s personally con- 
ducted tours. 
HIGH-PRICED ARTISTS. 

Such artists as Gibson, Fleming and 
Johnson prepare the illustrations for 
the Pennsylvania's literature, and Col. 
Barksdale himself > p writes or eat 

vises the writing of ev ing that 
road prints, while a al of ten ex- 
perts assists in various enterprises. 
Col. Barksdale, whose full name is 
Frank N., and who also has the title 
of Judge, is an ideal advertising man- 
er, exceedingly but deservedly pop- 
with all the newspaper men, be- 
cause of his geniality, which, however, 
in no way affects the decisiveness of 
his character. He has a winning smile 
that turns away wrath at the same time 
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that he turns down the unworthy ap- 
plicant for advertising or transporta- 
tion. 
THE COLONEL’S CAREER. 

Before he attained to his present 

ition he had a classic and interest- 
ing career as a school teacher down in 
Charlottesville, Va., where he after- 
ward became sheriff and the editor of 
the Charlottesville Jeffersonian. He 
is a graduate of the University of Penn- 
sylvania law school, a chip of the old 
Barksdale block of Virginia, which 
gives him a courtly chivalry not at 
all out of place with the commingling 
of literary, artistic and commercial 
talents, with which he makes a suc- 
cess of his gigantic enterprise. 

ADDISON ARCHER. 


— +e) 
GOVERNOR McKINLEY TALKS. 





HOW THE BUSIEST MAN IN OHIO 
READS THE NEWSPAPERS. 





There is probably not a busier man 
in the State of Ohio than Governor 
William McKinley. How he reads 
the newspapers would be interesting 
knowledge for every one. I had the 
pleasure of a few minutes’ interview 
with the distinguished gentleman the 
other day. Governor McKinley does 
not give interviews with every news- 

perreporter. Private Secretary Boyle 
intercepts them before reaching the 
governor and kindly declines them 
admission to the private office. 
Whether it was owing to the influence 
of PrinTExs’ INK that he gave his 
views on newspapers and how he reads 
them, I do not know. 

I had imagined the most appropriate 
time for a talk with Governor McKin- 
ley would be about the noon hour, so 
at 12 o’clock I sauntered into the 
governor’s private office in the ex- 
ecutive department of the State capi- 
tol. Deeply engrossed in reading and 
signing State papers was the gentle- 
man I sought. I took my turn in 
the number of people who had busi- 
ness with the chief executive of Ohio, 
among whom were lawyers and a 
brother of a man who was sentenced 
to be hanged in the Ohio Penitentiary 
that night and who had come to inter- 
cede with the governor for a respite 
of a few days for the condemned 
man. I° awaited my turn and was 
soon before the governor. 

I explained that I wanted to get 
something of his method of reading 














new 
whether he pays any attention to the 
advertisements in newspapers. 

‘*T have seen several copies of 
PRINTERS INK and think very favor- 
ably of it,” remarked the governor as 


pers for PrinTers’ INK, and 


he proffered a chair to the writer. In 
answer to the question of how he 
reads the newspapers, he replied: ‘I 
read the newspapers, when I can find 
the time, with great thoroughness, and 
I have got into the habit of reading 
them rapidly. First, I look for the 
telegraphic news upon subjects of pub- 
lic interest. I then go to the editorial 
page. 
‘*What attention I give to adver- 
tisements ?’’ continued the governor 
in answer to my question. ‘‘I always 
observe the advertisements of a news- 
paper, casually, of course. I think 
the extent and style of advertising is 
a very good index of the enterprise of 
a community. Within recent years 
advertising has become a fine art in 
America, and this is particularly true 
of magazines.”’ 

The interview lasted but a few min- 
utes and as I gained all the informa- 
tion I was bent on, I bade the governor 
farewell. 

‘* Good-day, sir,’’ came the response 
at my departure. 

Lewis ‘GARRISON. 


SSE + ha 
ON POSTAL MATTERS. 
‘By F. Fav Benjamin. 

To know whether the law relating 
to second-class mail matter should be 
changed, and in what particulars, it is 
necessary to be acquainted with the 
law as it stands. Here it is, plainly, 
fully, accurately stated : 

1. Every newspaper and periodical 
shall be entitled to carriage in the 
mails at second-class rates. 

2. Tobea ay a or periodical, 
a publication must have been origi- 
nated for the dissemination of news, 
literature, science or art, or the pro- 
motion of some special industry ; it 
must not have been originated with a 
leading purpose to make it an adver- 
tising medium for its owners ; it must 
be regularly issued at least four times 
a year; it must have a known office 
of publication, be unbound, dated and 
consecutively numbered ; it must not 
be intended for actually or practically 
free circulation, and it must have a 
list of genuine subscribers, 

This law is very clear and very broad. 
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It would be hard to conceive of a 
newspaper or periodical not covered 
by its terms. The right to have a 
newspaper or periodical pass. in the 
mails as second-class matter rests upon 


the law itself, and not upon the will, 
judgment or discretion of any official 
of the postal service. If any such 


should presume to forbid or obstruct 
the e of a newspaper or period- 
ical having the characteristics and qual- 
ities enumerated by the law, the Fed- 
eral courts, on a proper showing of 
facts and by a proper procedure, 
would compel the usurping or ob-. 
structive functionaries to respect the 
law and the valuable rights created by 
it. 

It is true that because the law can- 
not operate itself, the Postmaster-Gen- 
eral is empowered to make regulations 
under which it can be operated. But 
he can enforce no regulation contrary 
to the letter, spirit or intent of the 
law, and the general regulations made 
upon the subject have never yet de- 
parted from the text or spirit of the 
law. They are as plain and as broad 
as the law itself. 

All the trouble has arisen from dif- 
ferences between publishers and postal 
authorities touching the application of 
the general rules to particular cases. 
Differences of that sort are not to be 
cured nor prevented by changing the 
law, unless the law should be changed 
so as to include within the classifica- 
tion of second-class mail matter im- 
prints that have never been known to 
the language or the trade as news- 
papers or periodicals. And probably 
that would be the best thing to do 
after all ; that is, to carry in the mails, 
at a uniform rate, all printed matters 
mailed in quantities by the publishers 
or their distributing agents, without 
inquiring whether the advertising of 
anything is the primary or only a 
secondary motive. In their enormous 
development of the last ten years, 
printed advertisements have become 
news, literature, science and art, and 
promoters of special industries. The 
are published in such forms and wit 
such accessories as to make them a 
valuable part of our curren: art and 
literature, and if those who publish 
and circulate them are willing to incur 
their expense and risk, the govern- 
ment should be willing to distribute 
them on equal terms with any other 
kinds of printed matter. Newspapers 
and periodicals, like advertising pam- 








phlets, are published for the profit of the 
owners, and all should equally pay 
their way in the mails. As for the 
public benefit, many publications now 
pass in the mails as second-class mat- 
ter that promote nothing but immoral- 
ity, vulgarity, coarseness of life or 
feeling, or weakness of intellect. But 
immorality, coarseness or imbecility 
would be fatal to advertising as a branch 
of literature, and this consideration 
makes a claim im itself to the recogni- 
tion of advertising as a subject of 
equality in postal rates. 





LEGISLATING AGAINST DEPARTMENT 
STORES. 

A curious piece of proscriptive legislation 
is now being attempted in Tllinots. The 
State senate has appointed a committee to 
investigate the big department stores of Chi- 
cnaph; alehs it is alleged “‘ injure other mer- 
chants, tradesmen and property owners, and 
decrease the value of ;property.” If it finds 
this to be true, the committee is empowered 
to p re a bill, which will root up and des- 
troy this **commercial octopus,’’:a task as 
compared with which the labors of Hercules 
were the merest child’s play. 

No one will deny that department stores 
have multiplied like mushrooms throughout 
the land, and that in consequence of their 
competition, trade has been lost to small 
dealers, who have in some instances been 
forced to suspend. ‘ . 

But this is only one side of the picture, and 
the gloomy side at that. There is a brighter 
side, which the authors of this investigation 
in Iilinois have entirely lost sight of. 

ment stores owe their prosperity to 
popular support. The great masses _ 
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Lowe of this competition can himself enter 
the field if he wishes, and compete on the 
same ground. If he lacks the ability or cap- 
ital to succeed, that is no reason why he 
should prevent others from succeeding. We 
cannot punish the strong for their strength, 
but only for an abuse of it; while weakness 
is in itself a punishment. Department stores 
have “‘ injured ”’ tradesmen in the same sense 
that the steam engine, the sewing machine, 
the bicycle and all other improvements in 
mag have injured tradesmen. They 

ave “‘injured’’ the few and benefited the 


many. There is no great gain without some 
small loss. Progress is simply a question of 
averages. 


On analyzing the opposition to department 
Stores it is seen to rest on one of two motives 
—ignorance or jealousy—ignorance of the 
plain benefits which greatly exceed the evils, 
or ignoble jealousy of another’s success. 
The first is excusable, because we are all 
more or less inclined to magnify our own in- 
dividual interests and minimize the interests 
of society. The second, however, is of more 
malignant character, and should remain hid- 
den in the breast that harbors it. Our stat- 
ute books must not be sullied with legislation 
of such unworthy parentage. A law directed 
against department stores would be a peril- 
ous invasion of personal liberty, wholly un- 
American, stupid and reactionary, spawn of 
the same hateful breed as the religious per- 
secutions, witch-burnings and political pro- 
scriptions that darken the history of the past. 
—Maker and Dealer. 


THEIR PANTS WERE ALL RIGHT 

A traveling photographer set up his booth 
upon a vacant lot near a Rhode Island 
village recently. Five merry maidens were 
out for a walk when their attention was 
caught by the display of photographs on the 
outer wall of his tent. “Oh, girls, do let’s 
have our picture taken,’”’ cried a chubby 
blonde with fluffy hair. The suggestion was 





ize them, use they find it per an 
more convenient to do so, following out in 
their choice the natural law by which man 
seeks to satisfy his desires with the smallest 
expenditure of effort. This is the law of 
reason, the Pe of all invention and improve- 
ment, and if by any sudden though incon- 
ceivable catastrophe this law should cease to 
dominate our actions, the death knell of 
civilization would be sounded. Small trades- 
men, department stores and all would sink 
in one common ruin. To interfere with this 
natural order of thi in any way is to 
plant one’s self squarely in the path of prog- 
ress, to make the interests of the few para- 
mount to the interests of the many, or a part 
ual to the whole. 

he use of the word “‘injure’’ in the reso- 
lution quoted above is open to criticism, as it 
seems to imply a wrong which manifestly 
“ore hen exist. , The er ~ wane 
abilities or superior capital honestly acquire 
makes a man a Sensiacter rather than an 
of society. To reduce all men toa 
dead level, to deprive industry of its reward 
and put a on lazi and incom- 
petence is the favorite policy of Oriental des- 
potism, but it has no place in a free govern- 
ment like this. If the proprietors of depart- 
ment stores — es or legal 
advantages above their fellows, there would 
be just cause for complaint, for this would 
be an unnatural, not a natural, advantage. 
But such is not the case. Any one is at lib- 
erty to start adepartment store. The trades- 
man whose business is falling off in conse- 





pted and a noisy consultation with the 
artist terminated in a decision to be taken 
after the manner of those familiar cherubs 
who gaze out at one through a hole in a 
cloud. The artistic accessories of the es- 
tablishment were limited and the camera 
manipulator was short of clouds. But he 
was a man of infinite resources and he 
romptly improvised the ethereal background 
4 cutting a slit in a large newspaper. 
rough the hole in the paper each of the 
five pretty heads was thrust to be snapped 
at by the camera. When the developing 
process was completed a horrible discovery 
was made. The newspaper page had con- 
tained a mammoth advertisement of ready- 
made clothing, and there beneath each 
cherubic countenance was the line in large 
display ye: “All our pants are double 
lined.” —New England Grocer. 


a te 
A GOOD ARGUMENT. 

Printers who desire to have their customers 
choose good rather than poor work may find 
a good argument in the fact that the postage 
on sending out cheap work is the same as on 
the very best. A customer who proposes to 
send out 5,000 circulars will have to pay $50 
or $100 for stamps, besides another $10 or $20 
for envelopes and addressing. hen the 
printing of a good job might cost $20 and a 
poor one $15, he will sometimes choose to save 
the $5; this is the height of folly. The 
printing is usually the smallest item and 
ought not to be stinted.—American Book- 
maker. 
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IF YOU HAVE NEVER USED 


THE SUN 


You Cannot Know Its Merits 


as an 


ADVERTISING MEDIUM 


THE OLD SAYING, 





‘“‘The proof of the pudding is in the eat- 
ing,’’ applies to newspapers. 
IF YOU HAVE SOMETHING TO SELL 
| which you yourself believe is good, 


advertise it in 


The Sun, 


NEW YORK. 
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== 
THE MORNING 


-ssumoe. HERAT D 


Is the up-to-date exponent of live, pro- 
gressive journalism. Then it’s the people’s 
paper. Everybody reads it for that reason. 


Good People’s Paper (everybody reads it). 


Three Up-to-date (full of news). 
Points : ) Largest Circulation (easily proved). 


These Merits 


Bring what THE ADVERTISER wants: 


-RESULTS.: 


(THAT’S IT.) 





FOR RETURNS THAT PAY (They 


have astonished some of my patrons). 


oe 


THE HERALD PUB. CO., 
A. BECHHOFER, General Manager. 





The Morning Herald is now erecting the finest newspaper building 





in the South. 
Ss. ¢. BECKWITH, 
Tribune Building, The Rookery, 
New York. ' Chicago. 
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‘We Tell the Plain Truth,” 


And Furnish 
Proof —_"“'\ 


That the Post-Dispatcu has a larger circulation than 
that of the GLope-DemocraT and RepuBLic combined. 
We don’t mean circulation among one class or fac- 
tion—but among all the truth-loving and discrim- 
inating people of St. Louis, who know a good paper 
when they see it, and who can afford to buy the 
things they see advertised. 


THE ST. LOUIS — 
Post - Dispatch 


en ee 


Is a Newspaper—that is the secret of its success. It 
tells the truth and stands by it. We want the ad- 
vertisements of firms who have goods to sell about 
which they can ‘‘tell the plain truth.” To such con- 
cerns we can guarantee results. 


nsina mavia” 82,059 

















PULITZER PUBLISHING CO. 


CHARLES H. JONES, - - - Ebpitor ano Manacen. 


Ss. C. BECKWITH, 


Sole Agent 


The Rookery, Chicago. 
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IN OREGO The Plain Truth 


just as well as it does with your manu- 
facturing folk in the East—at least we have 
found it so, and built upon that foundation 
a newspaper whose superior cannot. be found 
in all America. 


The Portland | 
Oregonian 


‘*The one great paper on the North 
Pacific Coast.” 

It covers most completely the State of 
Oregon—stretching out into Washington, 
British Golumbia, Idaho and Montana. 


Daily (copies), 15,221 
Weekly, “ I 5,050 
Sunday, “ 22,051 


Average every issue, 1894—under $100 forfeit. 




















“One must look sharp in Portland and its vicinity 
to find a single copy of any other paper.’’—Geo. P. 
Rowell. 


When you have made up your mind 
that you wish to reach. the people of this 
section address : 


THE OREGONIAN PUBLISHING CO., 
H. W. SCOTT, Editor. H. L. PITTOCK, Treas. and lgr. 


Ss. ¢C. BECKWITH, 


Sole Agent, 
Tribune Building, New York, 





The Rookery, Chicago. 
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Chicago 


RV 
7i¥ 


Dispa tch 


Is Patronized by a Larger Number of 


Successful Advertisers 


ale 
7i¥ 





Than Any Other 


Chicago Paper but One. 


It is Read— | 


By the Masses 


Who Form the 


Great Purchasing Public. 





Chicago Dispatch, ' 


® 


-. Lhe— 


By JOSEPH R. DUNLOP. 
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Reports of May 16th 
from 


St. Paul 
.... Jlobe 


‘‘New subscriptions are coming in 
very satisfactorily.” 














‘We are receiving many compli- 
ments on the new Globe.” 





Circulation for Sunday, 


40,000 Copies... 


The Globe is the paper for advertisers. 


> | 
NEW YORK OFFICE: 
617 & 518 TEMPLE COURT. 


C. E. ELLIS, Manager. 






















@ 
THE 
EVENING 


STAR 


has a 
Larger Circulation 
in the Homes 
of 
Washington 
than 
all the Other Papers 
of the City 
Added Together, 
because it 
Stands up Always 
for the 
Interests 
of the 
People of 
Washington ; 
Contains 
the 
Latest 

and 

Fullest Local 
and 

General News 
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and 
Surpasses 
all the 
Other Papers 
in the 
City 
in the 
Variety and Excellence 
of its 
Literary Features. 


® 
It 
Literally 
Goes Everywhere, 
and is 
Read 
by 
Everybody. 
It is, 
therefore, 
asa 
Local 
Advertising Medium, 
without a 
Peer, 
Whether 
Cost 
or 
Measure of Publicity 
be 





Considered. 
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Browns. 


Tus Lotus Press, NATHAN Bros., 140 W. 23D STREET, New York. 
Experts in Typography. Telephone 1131-18th st. 


NoveEMBER 8, 1894. 
Mr. Jonson, 8 Spruce St., N. Y. Crry. 

Dear Sir—We are getting our inks from you and have gizes you some severe tests. 
We did not think it possible that there could be such a vast difference in the prices of tne 
same grades of ink, and if you had not made your statements so emphatic in your PRINTERS’ 
Inx ads, we might still be paying three prices for the identical goods we are now buyin 
from you. On our work we on printing inks of the very finest quality, regardless o 
price, consequently our first order was given with considerable doubt. We understood your 
agreement to refund the money if not satisfied, but we did not want the annoyance of an 
unsatisfactory experiment, entailing waste of time, ruffled temper, and loss of confidence in 
human nature. However, we made the experiment, and the result is you are now supply- 
ing us with all the inks we use. We formerly had a great dealaf trouble with some brown 
inks, and are happy to say, that while all the inks we have bought of you are entirely sat- 
isfactory, the brown is superior to any we have ever used at any price. We have always 
contended that “ the best is good enough,” and we are satisfied that yours is the best. 

Yours very truly, Tue Lotus Press, per P. N. 
_ Charles Austin Bates, the ad-smith, in commenting upon his facilities for compiling, 
re arranging, illustrating and printing catalogues and booklets, said of the Lotus 
Tress: 
“ THERE ARE NO BETTER PRINTERS THAN THESE.” 

Mr, Fred. C. Ringer, Secretary of the Geo. P. Rowell Advertising Company, whose 
reputation as a connoisseur of art printing stands very high, was recently heard to assert, 
after looking over a handful of specimens, productions of the Lotus Press, that he had rarely 
seen 3 collection that would compare with them in beauty of design and perfection of work- 
manship. 

_ They are using my job inks exclusively on their work, and in giving out work to other 
printers they request them to use none but mine. 

Your Photo Brown is all right.—7ribune, Marysville, Ohio. 

Your Brown was in every way satisfactory.—Charles W. Eddy, Ware, Mass. 














Wade’s Prices. | Levy’s Prices. | Wilson’s Prices. 
Poster Brown, . « «| 30c. to 75¢. 40c. to 75c. 60c. 
Light Brown,. . . . $1.50 $2.00 $2.00 
Medium Brown,. . . 1.50 2.00 2.00 
Dark Brown,. . .. 1.50 2.00 2.00 
Chocolate Brown, . . 1.50 1.50 1.50 
Seal Brown, . .... 2.00 2.00 2.00 
Bronze Brown, Lake, . 5.00 ee 5.00 
Photo Brown, .. . 3.00 3.00 3.00 
Russia Brown, . . . 2.00 1.50 1.50 
Terra Cotta, . . 3 2.00 2.00 2.00 
Sepia Brown,. . . . 2.00 2.00 2.00 
Panzy Brown, .. . — 3.00 3.00 
Satin Brown,. . . . —- 2.00 2.00 
Sienna, Burnt or Raw, — 1.50 1.50 
Umber, Burnt or Raw, oe 1.50 1.50 
Mahogany Brown, . . -—— 2.00 2.00 














— 


MY PRICES ARE AS FOLLOWS: 


Any of the above inks quoted at from $1.50 to $5 a pound I will match in {%-pound cans 
for 25 cents a can, or in larger cans at $1 a pound. No brown ink was ever made that I 
cannot duplicate for $x a pound. 
$ Any of the above inks quoted at less than $1.50 a pound I sell in five-pound cans for 

I a can. 

For roo-pound lots in 50-pound cans or kegs deduct 1o per cent. 

Send for my beautiful pice list. Address " 


PRINTERS INK JONSON, No. 8 Spruce St., New York. 

















PRNITERS’ INK. 15 
News Ink. 

On January 27th, 1894, I received my first order fot 
ink, and since then I have received nearly four thousand 
(4,000) orders for News Ink, amounting to over four 
hundred thousand (400,000) pounds. My largest order 
at one time was for five thousand (5,000) pounds from the 
Publishers of the Augusta (Me.) Comfort. 

My trade is all the more remarkable, as evéry pound 
of ink I sell is paid for before it leaves my office. 

If I were.to print the testimonials, beginning with the 
first one received, I could fill fifty full pages of this book. 
They come from every State and Territory in the Union, 
with the exception of Alaska. Every man who buys of 
me is satisfied. No one has complained. 

I have never been out of my office to sell an-ounce 
of ink. My trade has been secured wholly by advertising 
in. PRINTERS’ INK. I employ no agents and keep no 


books. My terms are Cash with the order, and if the 
money does not come I hold on to the ink. My prices are: 





500-pound Barrel at 4c. $20 
250-pound Barrel at 444c. 11 
100-pound Keg at 5c. 5 
50-pound Keg at 53<c. 2 
25-pound Keg at 6c. 1 


SasSRsS 








Give Me a Trial! 


ADDRESS 


PRINTERS INK JONSON, 
8 Spruce St, NEW YORK. 





rite 
and Reliable Old Newspaper 
of the South—The 


so LOUISVILLE 
= Courier.. 
= €aJournal 





Known Circulation 


Daily, over 23,000 
Sunday,“ 37,000 
Weekly, “ 100,000 





The above figures are guaranteed, 
and advertisers know what value 
they are getting for their money. 


avee- 
A. FRANK RICHARDSON, 


Seer 
¥ Chamber of Commerce, Tribune Building, 








PRINTERS’ -INK. 
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THE “‘ PRINTERS’ INK” VASE. 








Every ad-smith intending to make 
an effort to secure the prize vase of- 
fered for the advertisement worded 
and displayed to best serve the pur- 

of attracting subscribers to PRINT- 
ERS’ INK: A Journal for Advertisers, 
should send in his name and address, 
and the whole story of the proposed 
competition will be sent to him just as 
soon as the pamphlet containing copy of 
the four hundred advertisements, now 
in hand, is completed. Addressall com- 
munications simply PRINTERS’ INK, 
New York. 

——_~+or—__—_ 

















18 PRINTERS’ INK. 
HE sto his ad to cave adime— NEWSPAPER INSURANCE. 
As well have stopped the clock to save his 


time. 





Ir is a help to or | newspaper argument 
to have the name of the article greeting the 
eyes of the = from fence and wall as 
ey travel through a city ; to have it salute 
the reader as an 0: a friend as he steps into 
horse car.—Display Advertising. 


Classified Advertisements. 
Advertisements under this head, twolines or more 
without y, 25 centsa line lust be 
handed in one week 1 week in advance. 
WAN VANTS Ss. 
a HOUSEKEEPING. Ads. 





Gor HOUSEKEEPING. Ads. 


UD Tibtes 1 CAWE, Ai Park Row, RY. _— 
ft daily 0 


ANTED— on as foreman 
Wa heterences, “ HM.” Printers’ ink. 
1G ncaa FOR Bi 


BRAINS—Read the Chouteau 
Place $100 prize offer in Printers’ Ink, 
2, page 55. 
I WANT = latest and est and best, of otee Se TTiEe: figures 
ie =” my customers. 


tell , one one yacht club pao s name 
cs eve ae, Splendid o CAPT. 
SUMMERS. $7 Sek 5th Ave., New Yo 


J) AETED— pddresose resses of consum 

V bronchial Chi = sentra 
States. C. TENSE, 1601 Champlain Building, 

Chicago. 

— Chance furnish and address 
eo for Send sample co; 
J. C. TOMES E. 22d St., Minneapo 

LLA wanted in exchange tr. 
Suyee a aS the million. 
interested, address H. E. BECKER, Printer, on 
Dearborn St., Chicago, Illinoi Illinois. 

od Solicitor for an Insurance 
Won D-—A good — 


Journal in Apply to, Hi r ALLEN, 








At’y, ait, ar Girard oul elphia, Pa. 
justra! * 
Weed =e “ideas gl of black’ an | 


hite. Address’ sam) APER ax 
PRESS, 1414 South r] enn Square, Philadelphia. 
P4BINER wanted with $5,000 by established 


printer and binder, to add ee 
rs - Gort, Good 


locaton. Address “ . C.” P.O. Box 672 

New York. 

==! own eight-tenths me ' _— 
ized medic’ companys 


chise, formula, good-we. on 


ev . 
scott ak i afong 





in on the 
“MEDIC ”” care Pointers? I 
++ -——__ 
PRESSW ORK. 


4 you have a Jong run of presswork it will 

y you to consult us. press-room 

in the ae Best of work. ost reasonable 
BROS., 324-330 Pearl St., N. Y. 


ee 
BILLPOSTING AND DISTRIBUTING. 


P PRINTZ, distributor of givertiing : puetten, 
© 730 9th St. .N.E., E., Washington 
ADTEetTy MATTER dis recite “ Central 
W. J. DEVITT, Weedsport, 
NE circular to one ee ay L~ service 
and the most ye pin 
ing circulars. Elk , South Bend and ot 
bis withers int 


TS YANK, Boston, Mass., wards off business 
leath. 60,000 monthly. 


PRINTERS. 
, J BIBBER'S 
ters’ Rollers. 


r B prc 'S PRESS, 140 (See ads 
under pra —h, Gubecna’ 


PBINTERS—We make type, cases, stands and 
verything tata a foe mew needs—and 
rices are the best. See us are, WALKER 


our 
&B NAN 201 to 205 William St., N.Y. 


a 
ILLUSTRATORS AND ILLUSTRATIONS, 


OLID TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 

RTHUR MEYER, Designer and Illustrator, 
A®™S 19 Beekrian Street, New New York. 

© Sop: TYPE talks inGOOD HOUSEKEEPING. 
rated ads show excellent. 


SENIOR & CO., Wood Engravers, 10Spruce 
e St.,New York. Service good and prompt. 


30 5 nn used in this paper four 
ILLUSTRATED WEE for sale or rent at low 
EEKLY, Topeka, Kans. 
pes Pte posters, , show ca conta, t bookie, @ calen- 


a novelties, art premiums and _ 
No chestnuts. EWS. SAXBY, 


Temple Court Building, New 
- my P ~ s worthless if if no one sees it. A 
10 P-. %- to * nay 14 "LL 
10 striking se our 
L. & T. Bldg. Bidg., Wash., D. Cc. 
_ ee AE wn and initials for ay 4 
> al 


f- x cuts free. A Ri 
aw moh Sample paae® o'Newart, N.J. 
ee 
FOR SALE. 
$1 4 lines 50,000 copies proven. 
Woot ANS WORK, ‘ORK, Athens, a. 


$22 9 BUYS 100,000 6x9 circulars. MAYER’S 
Z ELECTRIC PRESS, Madison, Wis. 
66 [rs ner? Post-INTELLIGENCER Seattle has one 
the four t papers of the Pacific 
Coast. wa Saupe ‘eekiy. 
R ra, eka tow ot old cetabitshed nowe 
‘0. town of 1,500 ress 
L. Brat LAW, Wentzvill ille, Mo. oO. _ 


R SA Sunday paper in city of 40. 
ann money. maker Good cause for sclling. 
care Printers’ I 
SALE Compiate FH ete Printing Outfit. Very 
dress. 


Fors 
for cash, if taken at once. Ad 
B. K. oO WN , Binghamton, N. Y. 


At A BARGAIN—A paying ey, weekly in 
Tenn pos aad 


outfit ; reason 

Fy selling. A’ Cc. H.C.,” ‘ice ters” 
os. a well-established and 

in Southern town of 1 Pehabtt- 


ants. < Only in the town and lates in 
one of the richest sections of the South. “ X.” 
care of Printers’ atl 


| SALE—Perfecting Pres Press,Goss make, nearly 
, in perfect order, just as good as when 
it left the factory. Guaranteed to [ my fold and 
count 10,000 4 or 8 aos 
been also for k an d pamphlet 
a | for no tault. ‘Address Cc P. 
Springfield, Mass. 


‘work. 
DAVIS, 


FOR 84 LE—Owing to the ¢ 4 AF of Mrs, Iniie 
Monroe Power, —_ — and ae eee a thole 


he Tneectes Aon, Atheistic 
in the world, 1 we la Tike'to cell am i 
rest in the same. one whi heart is in 
the f Freethought, and that has a few 


address R. H. POWER, Indianapolis, Ind. 

















STREET CAR ADVERTISING. 


‘OR Street Car Advertisi: everywhere, 
GEO. W. LEWISCO., Girard .» Phil’a, Pa. 


i 
TRADE CATALOGUES. 


| he SILVER not wanted, but will give good 
value in and Circulars for some. 
It in need. address H. E. BECKER, Printer, 305 
Dearborn St., Chicago, Illinois. 


—+o+—_———_ 
ADDRESSES AND ADDRESSING. 


| Fa bought, sold or exchanged. lot 
it, all kinds, either sex. ADVEKTIS- 
ERS’ LETTER BUREAU, 447 6th Ave., N. Y. 


Ll bought, sold or rented. Valuable 
Py er 8 Ts always in stock for 
rental. Write for itete 6 and rices. Debili let. 

ters « specialty. A. LEFFINGWELL & -y 112 
Dearborn St., hicago, Th. 


PRESS clippi and addres i 
country new: every a and —~ 
re oe = Ble a 4 births, mar- 
etc.—and _ clippings of all kinds. 
CEN’ Galena, Kas. 





E. 


TO LET. 
ys Boston. Space. 
3 ed HOUSEKEEPING. Space. 
. P. HUBBARD, Mer., 3 38 Times Bldg., N. 


ae HOUSEKEEPING. Space. 
H. P. HUBBARD, Megr., tD, Mer., 38 Times Bidg., R.Y. 
WE mae for rent, at 108 Spruce S. two con- 
necting offi one | and one small. 
ire are up only one flight of stairs and are well- 
lighted and the pleasantest offices in the build- 
ing. Size of large room about Saat smaller, 
10x15. If bye = | o—- we ~4--, call and 
itted up to suit. 


talk about 
Address GkOP P ROWELL & Co. 





oe 
ELECTROTYPES. 


ooD ELECTROTY PING- PING—Send for estimate. 
3 THOS. H. CROSLEY CO., 149 Leonard St., N.Y. 


~TEREOTYPE, LINOTYPE AND ELECTROTYPE 

\) metals; copper annodes; ZINC PLATES for 

etching. extant & CO., Inc., 517 Arch St., 
Philadelp ja, Pa. 

p4z 4 30 and co F our best half tone portent. 

nds of cuts a ices as ,» 

{CAGO PHOTO ES. 


Write us your wants. C 
GRAVING CO., 185 Madison St., Chicago. 


ye may write your own ads, but one thing 
sure— you can’t e your own — 
Fy of us; $1.50 for best half tone cut ; fore 
e that and work the best. CHICAGO PHOTO 
ENGRAVING CO.,, 185 Madison St., C 


BOOKS. 


LD books bought and and sold. Send stam 
list. Address A. J. CRAWFORD, 312 
7th St., St. Louis, Mo. 


ANGER SIGNALS, aman a manual peestion ts hints 

for general advertisers. Price, by mail, 50 

cents. Address PRINTERS’ INK, 10 Spruce 8t., 
New York. 


V 7 E bought this week 3,000 books from D. T. 

Mallett, Hew Be Haven. Conn. ; 700 books from 
Griffith, Axtell & Cady Co., Holyoke, Mass. ; 700 
books from Frank Barrow, Bennette, Neb., and 
others. Write to them and ask them if wi e paid 
cash. We ‘books and novelties of all ‘sorts. 
Send samples, We will make a cash offer on 
a Stbmitted. INDUSTRIAL PUBLISH- 
ING CO., msboro, Ky. 


1 Ye — NEWSPAPER a yd for 
issued J 1th). 


for 
orth 





dated, an 


Price, Five Dollars 3 a gee y 
ice, Five Dollars ; 36 cents extra 
x i GEO. P ROWELL 


OO ha yaa 


8t., New York. 


PRINTERS’ 





INK. 19 
PAPER. 
N PLUMMER & CO. furnish the pbb ond for 
ith re le om Sees oe paper of all 
ence Ww 
kinds. 45 Beekman 8t., New Yc York. 
SUPPLIES. 
V2 AN BIBBER’S 
Printers’ Rollers. 


y Ag 5 for potching. BRUCE & COOK, 19 Water 


‘, ‘HIS cree is printed with ink manufact- 

by the W. D. WILSON PRINTING = 

Co., L’t’d, 10 eese St., 
to cash buy 


New York. Special p: 


EXYELOPES—10,000 good g good quality No. 6 Wate 
a printed oe our card, nor 


cash with order; 5,000 CHAS. BUC! i 
2nd, Seneca Castle, ye ** 
ge me ae i 
yelepes, prin’ or 
$. ELECTRIC ENVELOPE MANU 

FACTURIN CO., Chenoa, Il me 

wre sell envelopes like Joh like Johnston sells printers’ 

ood XX 6% H.C, ite En- 


of 
r ue, ay with order. 10,000 circular 
_ eens ‘action 

K, Printer, “Zanesville, O. 


ce 0, 00 6-Ib. Pode acket Heads, ruled, ond Ae 





50-lb. White Envelo = 
overnment F ith your P 
lor $20.00 , f.0.b. Holyoke. send for 
samples. uantities, lower rates. GRIF- 
FITil, AXTE L CADY CO, Em and 
Printers, Holyoke, Mass. 
N NOTICE TO 
PUBLISHERS OF PAPERS 
and ‘ines. Wouldn’t an artistic hand- 


h 
—— and adve: 

etch sent on approval ; no 
ed. send copy I paper, size and fall 


cular feature 
worked | into ko eae, mention it. W. OSELEY, 
5 Hill 8t., 


———- +o ——_. 
ADVERTISING MEDIA. 
i HE YANK, Boston, Mass., 60,000 monthly. 


Roe. = Male, DatLy Star. Only daily 
| you ae in, Oo 
For particu! 
Park te New Yok. 
at poe advertising 1 in PRINTERS’ INK 
e amount of $10 is entitled to receive 
the oar for one year. 


66 | N her Post-INTELLIGENCER Seattle has one 
¥ f-3_ four a Weeki. papers of the Pacific 


‘ou will 
ress H. D ne COSTE, 38 38 


| OFFER advertisers paper Is that bring results. 
J LA COSTE. k Row, New York. 
for good mediums only. 


pate a et ey ay MONTHLY, Des Moines Iowa, 

ple in the eight Norvh- 

western ord Ly no Eastern solicitor, 

it makes a uniform vate 80 low — ar 
big returns on 


D° you want to reach writers. minsitiei and 
coun 


ters! The best medium in 

pete tes ag for securing lass of trade 
is THE Eprro lished by The Editor Publish- 
ing Co., Frank , Ohio. Sample copies and rates 


mailed upon applicat ion. 

We in 
ae dention othe Darvon Mo e wie your 
ers LS <i 
3 bined clreuiation 0 of 7is.60 


omes of 
mS oruccs ci of 80,000, and the NEws and 





Saeenied to a marked d od 
a ed confidence 
and ear ort of the. best in Ad- 

Park Row, York. 





20 PRINTERS’ INK. 


ADVERTISEMENT CONSTRUCTORS. 66 eye tx 7 out get. a quarters 


DDISON ARCH 1 Union 8q., N. Y. orth back. CHAS. 
A _ "a Vi nderbiit Building, New York. 


eee a ara rz does By rok x you will *E.you will experfence a 


Se ni delightful pleasure 
Gyaeee tnsiees, wi transf i our orders to TH LOros Pit 








F McC. SMITH. Balti Washingt 
« 





F McC. SMITH. Balti 
. 





F, McC. SMITH. Balti Wi 


| ps} fh JAMES" R. LONG, Wash., D.C., 
1308 B St., 8. 


Pt T and pity paragraphs for car cards writ- 
D WRITERS, did you see the Chouteau Place 
A” gio $100 prize offer’ in. Printers’ Ink, May 22, 
page 351 
USINESS literature—interested ! I assume all 
details of writing and ~~ Af, CLIFTON 
WADY, Somerville (Boston), Mass. 
QO customers keep eep coming back I 
must be do’ retty Pt roe ae m™SED 
SCARBORO, Bos 63 tation 
ON’T like to brag o1 


m my work— 
‘ou what others Seve said about me. 
SCARBORO, Box 63, Station V Station W, Brooklyn, N. Y. 


yr rule to follow : No matter who does 
36 gure to ny your ad circulars or book- 
iets, be sure to have WM. JOHNSTON, of Print- intended 
ers’ Ink Press, do the printing. 
our CTs for = advertisem ents a year. 


“ 52 “ “ 
E. L. SMITH, Codman odman Bldg., Boston, Mass. better. 
C6 [aac ge hl Going ood wok sald BERT A 
01 wo! ’ 
aclientt> me the. ell, that’s what WTite short 
it was for. WOLSTAN DIXE D Y, 86 World Bldg. 


yume might » oa Soe Be: wney the peculiar flavor I sive 
catchiness and 


col 
ae re ts, Station 


past, present, 22 and fute future customers ae | 
M" — x: will find my ad 
bait to catch the trade 
rove iit if you’ll write me. 
. BROWN, Paulsboro, N. 


8 = NOTORIOUS that Cal that California is 5 Sse anybod: 
have b been tect! 


Pores 


3° 


whole Desiness, writing and prin 

usiness send for samples. A 
JOHNSTON Manager Printe wt Press, 1 
Spruce 8t., New York. 


a ceaas 


work is the kind I want to do, I want the work that you consider the 
most difficult—the work in which perfection counts more than price. I 
am not infallible, but my clients generally stick to me. I don’t make 
many mistakes 

5A booklet, “ Art and Literature of Business,’’ tells of my meth- 
ods and charges. 


Charles AuUStin BateS — vanderoit bunaing, new york. 








PRINTERS’ INK. 


MAILING MACHINES. 


3c. for M. O. Pelham 

1.00 Gahing Sy ind or 5 

oneiitit heneas no type neces- 

extras ; ; Unique address 

= itny 5 - Cc. P, 

fox ed: May 8)” ecquncaeatits — 

—_+o>—____—_ 

ADVERTISING AGENCIES. 


AGENCIES know GOOD HOUSEKEEPING. 
Aon know GOOD HOUSEKEEPING. 
en = DAY, New Market, N. J. ADVERTIS- 
5c. a a year. § Sample mailed free. 
¥ you wish to ad advertises anything 
] time, write to the GEO. WELL 
ADV. SING CO., 10 Spruce St., New York. 
E FLACE ads anywhere, but the Fastie 
W * Conse our hobby. "Better 
better + 4 Part any’ ed opecial 
ne or ee u _pillpe thae you get what 
= je references. W. 
Market St., San Francisco. 
— ~~ 


MISCELLANEOUS. 
G== HOUSEKEEPING. Excellent. 


Have 
to illustrate 


qr HOUSEKEEPING. Excellent. 


66 aes her I Pogt- INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
pane as eekly. 


ADVERTISING NC NOVELTIES. 
TEERTION-Bovely elty manufacturers— Wanted 
novelties. 
oie prices AYES & & PUTNAM, 


—* 3 want Novelties. We sell 
es, circulars. 
-Y, 15 Henry S8t., San Fran- 


DEN, aon oO. Bos it, Boson, Mass 


the purpose o! ‘of inviting announce! 

ei of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one My 


r addressee—My system and a 
you om > use © peeeee 
epoldiy almos ae with a mailer. 
al order ‘or device and sam} 
show Apt work is done. P. 
Foreman GRADUATED TAXER, 


A™ the American Nati 
bound ; constant demand. 
your Sor on aut — 


— Ss Sen 
2 for specified qoanete.. ome 
uests pak S 
0. 1096 Filbert Street, Phila Philadelphia, Pa. 
FOR A secre will pay $1 


$100 
Criginalley 


Sor the best ox 


face C. W. JOHNSON & Co., Detroit, 
Mich, 


MERCANTILE LAW. 
AVANAGH & THOMAS, Omaha, Nebras 
C lawyers and adjusters. Collections of 
here in lowa or Nebra 
leading Eastern 





with success ; 2, of thr 
our 





of watching trade. 
W.& J. Sloan, New York City. 


porns sa 2 od STATES. 


nipith display’ or 
ire ares rete ne 


be handed 
ARKANSAS. 


= BUT ENERGETIC! 
For SEVENTY-sIxX YEARS 


The Arkansas Gazette 


published in the 
n, and Ls 
who wan! 

= © Gann 
all corners of 

rates address 

THE ARKANSAS GAZETTE, 
Little Reck, Ark. 


CALIFORNIA. 


OS ANGELES TIMES—Southern California's 
great daily. Foremost advertising medi: 


T= aikqvowing Mabiat af 
wich fan Jone isthe canter fn chorvughiy 


MERCURY. Sample 
ies free. For adv rates in daily or 
weekly address San Jose, 


THE WAVE, ey He -S~ 


engi ifie Coast, 20- 
foe ist World Bide Bldg, 4 
York, N. Y.,s80! 




















tc. Sew 13,000 weekly, 
CONNECTICUT. 


THE UNION, 
Bri Conn. 








T 


Daily, 7. Weekly 3,500. 
Western Con feut t thoroughly yoovered by the 
TWO UNIONS. 
O. L. Moszs, New York R 
by Bidg. THE UNIO. 
., Bridgeport, Conn. 


resentative, 
PUBLISHING 





THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Lanne { peek om and 4 in Pe om atete is 
covi ny 
expresses these ae ae papers are delivered Sunday 
are. pent all over Connecticut. Special editions 

into Hartford, New Haven, Meriden, 


Ansonia. 
Bonibinad circulation, 80,000. 150,000 Readers. 


INDIANA. 
COURL I lis. The lead 
neatiy Ei inte Lahn rehegro journal e ing 
3,500. CHAS. H. STEWART, pub. Write for rates. 


IOWA. 


UALITY as well as quanti’ 
considerations for an adve 


4+ ser, The TELE- 
Essent ae 
LOUISIANA. 


0."N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark., Fla., La., Miss., Tenn., Tex. 
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ee 


PRINTERS’ INK. 


NEW HAMPSHIRE. 





7 HE HOME TREASUR Auguste, Maize, 
proves 50,000 8 50,000 copies ety moni 

A DS in THE INDEPENDENT, Farmington, Ne. 

produce results and mail orders. = 


MASSACHUSETTS. 











Established 1877. 


The GRANITE MONTHLY 


Beautifully Illustrated. 
Hampshire 


A New 
FRANK E. MORRISON, “cial t, 
- Special Agent, 


jURT, New Yorx. 





50 fae Sector a 


W ONDERFOL 1—Send 10c. to FRANK A RRT. 

SON, Boston, Mass.,and see a: you will get. 
MICHIGAN. 

5 SUNS, 118,000 weekly. 











NEW YORK. 


UEEN OF FASHION, New York City. 
Issued monthly. ‘A million copies a year. 
PORE AND BEEF PACKERS’ DIRECTORY— 
7, NATIONAL PROVISIORER, 


names. 
284 Pearl St., New York. 








800 DEMOCRAT, Sault Ste. Marie, Mich. 


HE 
Ts it should be on your list. 
gaainaw COURIER-HERALD. Daily, 

r, 7,000 ; weekly, 14,000. 

AGINAW COURIER- — yt is delivered di- 
rectly into the homes by its own carriers. 

yy Ody HERAT, cire’n 
$42) oy Kay 


prmorr: sons, :AUUSTRATED and SUNDAY, 


are profi 
RAND KAPIDS DEMOCRAT, the ry aie 
per in Michigan, outside Detroit. 13,000 
AGINAW evening and weekly NEWS. Largest 
circulations in the Saginaw Valley, Michigan. 
ETROIT aera prog seen ce. fem: 
COUNDAY SUN, 25,28. Adv. 17 
ple Co New York Ci 
room , +t. open to inspection mg *. EW 
or their representatives. 
ESULTS— Advertise where you will get pay- 


ing retaree. Adverticers axe well pleased 

with £ Suich, Advertising and gunoe SUNS, 
ich, 

parte Kew York wins wee rite gg full particu- 


offi a, 517 Temple 

GisiTAW COURIER: HERALD is the beading 
newspaper in Northern Michigan. 

nesvese Momiers. Sunday and Weekly, 


caer 7% br. a AB Senet third 






































A 000 ; 
(po) 3,000) is 

n. For further information 
CUSTE, 38 Park Row, New York. 


MISSOURI. 


VERY other week the MED. FORTNIGHTLY 
is read by 8,000 doctors. St. Louis. 











MONTANA. 
T= LIVINGSTON ENTERPRISE : eight Pages 
all home print. Circulation exceeds 


“[ NACONDA STANDAR ARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 


NEBRASKA. 
TP? Fes Gans er aa ea a 


ted in 1894. — .‘spage i jour- 
Hig Covers fine territo: dat 3 


NEVADA. 


[HE WEEKLY COURIER, Genoa. Six pages. 
‘All home print. Leads in Nevade. 


NEW JERSEY. 


oy — yt 2) Bvanee = NEWS leads all 
circuiation. 8 
PLA, A He 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find IT PAYS! 


























Ask for Special Rates for Advertising in 


= Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 


ELMIRA 
TELEGRATI1. 


ELMIRA, N. Y. 
Known Circulation Over One Hundred 
Thousand Copies Weekly. 
A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bidg., New York City. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 


This is to certify that the Cireulation of 
THE PAILY PRESS AND KNICKER. 
BOCKER I« Constantly Increasing and that 
the number of copies printed this day was 
17,400, w. MAN. 


State of New York, City and County of Albany. 
Sworn to before me this 16th ty! a of + saa 
OnN J. Y, 
: Notary Public, ie: N.Y. 
THE PRESS CO., Publishers, 
Press Bldg., Albany, N. Y. 











Ten Cents per week for oe Dally and 
Sunday Pre 





OHIO. 


[42708 MORNING —— and EO aati 
NEWS. Combined 14,000 











ARGEST cire’n of an - Prohibition paper = 
nation: BEACON AND NEW ERa, SS Sai 
OUNGSTOWN VINDICATOR, = daily 
weekly. Leading newspaper in Easter ru Ohio. 
| her (O. 1 REPUBLICAN, despite untreth. 
ful statements by others, circulates 2. 
more daily and 500 more weekly than any local 











*PHE TRI-STATE GROCER visits tn 

roduce merchants of O Ohio, 1 A ges pee ick 
‘ou are not in iv, 1t will pay you to 
RESTATE GROCER CO., Toledo, O. 


week 
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OKLAHOMA. 


ing GUTHRIE a. the Kersory, ac toting 


vertising w aged oe d positive guar. 
antee that it has —— the ® paid Cire circulation 0 on of 


Lutes, Adve Mare 
PENNSYLVANIA. 


ing capital, Hates 
low. ae es 40, 


A Nea: BEST LOCAL DAILY in Per 
ant Ouperan Sogus,. 2 d 


Tk tt of the Ms 
race SPROUL, Cheste: 


[ STELLIGENCE—Dau a ‘and WEEKLY, 
bee bs on Pa. 
For guaranteed circulation see 
Rowell’ gisym 9 Always 
Always best mediums for 
advertisers’ purposes. 


RHODE ISLAND. 


ue HOME GUARD, Providence, R.I. Tenth 
year. Circulation 50,000. 














Ivania is 
esirable readers 
ne State. WAL- 

















SOUTH CAROLINA. 


Ky = “ edition of THE STATE, Colvaniie. 8. 

in a hundred 
South S darol by edition 
reaches over 1,000 post-offices in South 


TEXAS. 


we POST : Houston, 7s 


Has a LARGE) REGULAR ISSUE a HAN F aid 
. §.C. 
Foreign Advertising, 


VIRGINIA. 


‘HE STATE, ——— the i.e “pe 
‘I paper in a comm  Sepaee 1%, “peor, 
publishes full Associa’ 
alive, up-to-date ey St a nS der ¥* 
new management, gq and a 
new ve been put in and many improve- 


reater local circulation oA ony 
other Hekiom daily. daily. H. D. LACOSTE, 38 
Row, New York. 


WASHINGTON. 


SEATILE POST-INTELLIGENCER. 











ell’s 18% Directory un 
tg Sekt Sole —— 
New York and Chicago. 

















N her Post-INTELLIGENCER Seattle has one 
of the ~ = A eee of the Pacific 
= » eer 


cronaxe SPOKESMAN-REVIEW 
'y m™m 

MAN and} 

field. No com 

tion Bpckane. 881, 500 ; 1894, 35,000. 

present history of ‘Spokane has been 

its future will Ibe the wonder of babe pp ode 
zation. The Review is the 

of all the best —— of Spokane ay the r= 
country tributary to 


MEXICO. 
Een FARO is Spanish for of ans eine od 
has been the means wing fay} 
and ed fn a ay 3 migh elp your 


Ss A jo 305, Mexico 


SO. & CEN. AMERICA. 


PANAMA STAR & HERALD. 
P Most important journal in Spanish America. 

















CLASS PUBLICATIONS. 


AGRICULTURAL IMPLEMENTS. 
FARM MACHINERY (EID. St tons Mo. 
issue i 


ears, 
8 Ay tty years, 10, 


Largest average for 12 my 17,600. 
AGRICULTURE. 


HOME AND FARM, Louisville, K 
WISCONSIN AGRICULTURIST, Racine, Wis. 


ARCHITECT! TECTURE. 


THE INLAND ARCHITECT, Chicago. Best in 
West. Ask any prominent architect about it. 


COAL. ° 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago, 
gl 

QUEEN OF FASHION, N. 

monthly. A tailiion 5 copleg ear. 
THE WAVE, San Francisco 13,000 weekly. 

HISTORICAL. 
THE AMERICAN HISTORICAL Ri REGISTER, a 
Societies of the United States of America. 
Bint Bt ciphia, "fesmen copies ns 
HOMQ@OPATHY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 

THE WAVE, San Francisco, Cal. 13,000 weekly. 

MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 

SOCIETY. 

THE WAVE, San Francisco, Cal. 13,000 weekly. 


SPANISH. 

REVISTA POPULAR, established 1888. 
Spanish circulation tn the world. Translations 
in all languages : 46 46 Vesey St., N. Y. City. 
SUNDAY PAPERS. 


ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 


TEXTILE. 

TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 

WESTERN TOBACCO JOURNAL, Cincinnati. 

TYPEWRITERS. 

PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 

FARM MACHINERY (Eli), St. Louis, Mo. 

WELSH. 
YDRYCH. For half a cent: 


gan of the Welsh navertiin en Weekly iesue issue tase 12,000 


coptes. , Dace, 
DE 





4 
QUEEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 
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WE SELL 
ADVERTISING 
ONLY IN CITIES 
WHERE 
FULL-TIME CARS 
ARE GIVEN 
AND 
GOOD SERVICE 
ASSURED. 
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Our system is ‘‘ peculiar 
to itself’ and so far ap- 





proached by none / 


CARL 


17 Branch Offices in the U. S. and Canada. 
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ERTISING 





9,000 


FULL-TIME CARS, 
3 Steam Roads, 
3 Ferry Boats, 

and the 
BROOKLYN 
ELEVATED 
RAILROAD. 


> 
130 
MILES OF SPACE. 








omilmt., Boston. Postal Telegraph Bldg., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 

Issued _e' Wednesday. Subscription 
yie,: Two Dollasa ear. Five Cents a copy; 
Five Dollars a on No back numbers. 
the subscription price will be 


44 a year. 
win Publishers pe eae Se to subscribe for PRnt- 
Ink for the fit of pan te nd patrons 

=a obtain special terms on 


printed from my plates, it it is always 
ible to issue a new edi’ oe Soe — 


ar oe ore o hs not paid fo 7 - ee 
rson w no ‘or 8 
Gf) ’ INK, it is because some one 


ee ae 
sto} ion 01 e e 

PeTROULAT ON: A detailed statement of 
_ of copies aes < of every issue 0: 


ty for a ay FS ee to be 

Siecden a: EL _ ‘itor 01 e American 

py t circulation 

rrectl: rated in the eons of that 

for 1 shows th ave issue for 
Py 3 was 17,768 co ; tor last s 

months, 19,875 copies; for last three months, 

d for the ‘our weeks, bey copies. 

the 7 it weeks the issue of 

Pruovrers’ Ink copies, the average 

issue per week. est issue num- 

bered copies. ~ Naame 30,500 copies.— 


‘Pruvters’ Ixx, 
New York fee ‘Ne. to Spruce Street. 

CHICAGO AGENTS. 

Bennam & Incranam, Room 24, 145 La Salle St. 
BOSTON AGENT, 

W. F. Moore, Room 2, 10 Federal St. 
LONDON AGENT. 
F. W. Sgars, 138 Fleet St. 








NEW YORK, MAY 29, 1895. 








THE briefer your ads are the longer 
-will they be remembered. 





TAKE care of your ads and your 
‘sales will take care of themselves. 





A COALITION of the United Press 
and of the Associated Press is looked 
for by some people. 

Mr. WANAMAKER GILLAM, in se- 
lecting Cushing type for the Hilton, 
Hughes & Co.’s ads, has brought it 
into fashion and extensive use. 


Durinc the week ending Wednes- 
-day, May 22, two hundred and twenty 
paid-in-advance subscribers were add- 
-ed to PRINTERS INK’s subscription list. 





Since Mr. Chambers beeame tired 
of the detail, the Rogers, Peet & Co. 
advertising has been written mainly by 
young Powers, a son of the famous ad- 
smith of that name. 


Mr. A. FRANK RICHARDSON has 
leased all the front rooms of second 
floor of the Tribune Building, consist- 
ing of eight offices. It is said that he 
and Madam Yale are doing a land 
office business. 


THE man who thinks he will ad- 
vertise as soon as his business indicates 
that he can afford to d money for 
that purpose very likely finds that it 
never reaches that stage. 





THOsE who ought to know assert 
that Mr. McLean, of the Cincinnati 
Enquirer, will make his recently pur- 
chased Morning Journal a sort of New 
York duplicate of his home paper. 


Ir is truly wonderful what an amount 


f of valuable misinformation can be put 


into a magazine article of ordinary 


» length, provided the writer takes a 


genuine interest in * work.— The 
Writer. 





A MAN in the dress of forty years 
ago would hardly dare show his face, 
outside of a theater, now; and yet 
some very good business men seem to 
think the dress of their ads can never 
become out-of-date. 


WoRKMEN, earning not exceeding 
$10 weekly, can, on application, have 
£quity mailed them one year free.— 
Extract from advertisement in Ameri- 
can Newspaper Directory, 1895, of 
Equity, weekly, Chicago, lil. 


Mr. CuHas. A. Dana denies the 
statement that Wm. M. Laffin, the 
publisher of the New York Sun and 
vice-president of the United Press, 
has severed his connection with both 
concerns. Some people, however, 
claim to believe the story nevertheless. 





THE Dry Goods Bulletin has been 
printing a series of essays on The Suc- 
cessful Salesman, and in its issue for 
May publishes the article deemed the 
best. The writer says that a success- 
ful salesman is born, not made, and 
that the selling faculty is natural to 
few, and difficult to be acquired. 





AN interesting symposium as to 
whether ‘‘treating’’ helps business 
appears in the current Farm Machinery. 
All the participants argue against the 
practice, on various grounds. One 
remarks that the trade thus obtained 
is apt to be of a transient nature ; an- 
other, that it degrades both buyer and 
seller, and makes them respect each 

other less, while several others observe 
that the custom is out of date, and all 
vestiges of it should be relegated to 


the past. 
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THERE is a report that the New 
York 7Zribune, not satisfied with its 
present building, has made an offer to 
purchase the land occupied by the 
Sun Building, immediately adjoining, 
on which to erect an addition. The 
Sun real estate is valued at $600,000, 
but the owners are little disposed to 
‘sell it at any price. 


Most publications have established 
limits in regard to length of articles. 
For instance, Frank Leshe’s Weekly 
wants articles of from 300 to 800 
words, and desires no others. PRINT- 
ERS’ INK likes to have its articles 
about 500 words in length. There 
are very few ideas that cannot be fully 
explained within these limits. 





Mr. S. W. E. Hawkins, the ad- 
vertising manager of the Stearns 
bicycles, says in the Mewspaper Maker 
that next year bicycle advertising will 
be done mainly in the daily papers in- 
stead of in the monthlies as now. The 
-daily paper is the paper of the present. 
The magazine is to it what the almanac 
is to the morning’s weather report. 


Harpek & Bros. have changed the 
name of their Young People to the 
Round Table, This act has been the 
text for many sermons on the value of 
a name. It is pointed out that the 
firm cannot be induced to take the 
word ‘‘new’’ from the name of its 
monthly magazine, now nearly fifty 
years old, and this is given as evidence 
that they are inconsistent. The Har- 
pers have too much business sense to 
care about consistency. 





NATHANIEL C, FOWLER, JR., be- 
lieves that the amount of information 
a business man has concerning his 
wares is a stumbling block to his 
writing an effective advertisement. 
Mr. Fowler says: 


The business man, no matter what he sells, 
knows too much about his business to prop- 
erly advertise it. He is handicapped with 
technical points, sees the inside of what he 
manufactures or sells, knows everything 
about his business and his goods, so that 
when he writes about the goods he writes as 
an expert, as a technical man, filled with the 
ab of definite infor ion, which he 
understands, and which his clerks and those 
in the same business with him understand. 
He over-writes, because he attempts to tell 

ple all he knows about the business. 
he buyer cares comparatively little about 
the manufacture of anything. The buyer 
wants to know what the thing is good for, 
and what he can buy it for. 
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A WRITER in a Boston daily defends 
the increasing size of the Sunday news- 
paper in an original manner. No one, 
he remarks, objects to the increasing 
size of a city directory, a dictionary or 
of a bill of fare, regarding these things 
rather as an indication of progress than 
otherwise. He regards the tendency 
of the Sunday newspaper in the same 
light. Possibly the excellence and 
popularity of the Sunday newspaper is 
largely due to the great number of ad- 
vertisements it contains. 





SHORT, practical articles on sub- 
jects connected with advertising are 
always wanted for PRINTERS’ INK. 
Readers are invited to join in making 
it a medium of mutual help, and to 
contribute to it any ideas that may 
occur to them. Our pages are always 
open for any one whe hei anything 
helpful and practical to say. Articles 
should be closely condensed ; the ideal 
length is about 500 words, but some 
things said in fifty or even in five 
words do at times positively delight us. 


THE subject of whether to type- 
write a MS. or not, is being agitated 
in the writers’ journals. Editors like 
to receive typewritten MSS., and if 
writers would consider how large an 
amount of money is annually expended 
by publishers for reading MSS. they 
would probably realize that the best 
they can do is to submit MSS. which 
are legible. PRINTERS’ INK has some 
valuable contributors whose articles 
are occasionally rejected simply be- 
cause the handwriting is so bad. 


THE volume of the Eleventh Census 
devoted to information concerning 
Indians has been received by PRrinT- 
ERS’ INK. It is rich in maps and 
tables, statistical and other informa- 
tion. The paper used is good enough, 
perhaps, the press work of the letter- 
press portion is not much worse than 
the ordinary home print pages of the 
patent inside newspaper, but not near- 
ly as good as the ready-prjnt portion 
of the same publication. To compare 
the half-tone plates with those in the 
ten-cent magazines fills an American 
citizen with regret and shame. The 
book is rich in chromo portraits and 
other colored drawings; all well 
enough prepared, but generally spoiled 
or half spoiled in the priating. And 
then the binding! It is hardly pos- 
sible to contemplate this expensive 
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work without mentally comparing it 
with what its appearance would have 
been if issued us any first-class pub- 
lishing house, and regretting the 
slovenly style which characterizes every 
book that emanates from the Govern- 
ment Printing Office. The style seems 
to be as exclusively appropriated by 
the Government as would be possible 


were it a peculiarity highly valued and 
rotected, as a trade-mark, under 
Saney penalties for infringement. 


SOME ADVERTISERS IN WASH- 
INGTON. 


The Lvening Star, of Washington, 
has been interviewing the business 
men of the Capital on the state and 
prospects of trade. The result is 
summed up in the head-line, ‘ Pros- 
perity is Returning.” : 

From the multitude of interviews 
the following two appear to me as 
having a special interest : 

E. P. Mertz, druggist: ‘* Business is very 

, and I believe that this favorable con- 

ition will continue through the summer. I 

believe that a great deal can done by in- 
dividual enterprise in promoting business.” 

Mr. S. G. Cornwell of the firm of G. G. 
Cornwell: & Son, grocers, said: ‘‘We are 
very well satisfied with the state of business. 
We had a better trade last winter than 
the previous year, and people seemed to be 
buying more. We also obtained many new 
customers. The fact is,’”? added Mr. Corn- 
well, with a smile, “‘we have been adver- 

ing.’ 


‘*Mertz’s Modern Pharmacy,’’ which 
stands on one of the principal streets 
of Washington, is an illustrious ex- 
ample of the results of skillful and 
persistent application of the modern 
methods of publicity to an originally 
small and inconspicuous business. 
Cornwell’s grocery was content for 
years to cater in the old fashion to 
what is termed at the Capital ‘‘the 
West End trade.’”” Hard times among 
the swell population led the proprietors 
to reach out for patronage among the 
masses. This they did through’ the 
medium of newspaper advertising. 
Both houses are attentive students of 
the weekly issues of PRINTERS’ INK, 
which the Evening Star, with the en- 
terprise that distinguishes that won- 
derfully successful and strongly con- 
ducted journal, had put before them, 
week after week, till its lessons went 
home, with consequences that are 
manifest in every issue of the Séar to- 
day. 

af F, J. BENJAMIN. 
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TYPEWRITTEN CIRCULARS. 


A statement appearing in the pub- 
lic prints that the Post-Office Depart- 
ment regarded a// circulars printed in 
typewriter type as first-class matter 
was recently submitted to Mr, Gayler, 
assistant postmaster at New York, who 
pronounced it false. A correspondent 
now sends such a circular, which had 
been rejected as third-class matter at 
the Chicago Post-Office ; also a letter 
from Washington Hesing, postmaster 
of that city, who answers yes to an in- 
quiry asking whether the circular 
would be admissible as third-class 
matter if printed in another kind of 

. A second visit to Mr. Gayler 
to find out whether he had overlooked 
the bearing of the matter resulted in 
no change of statement on his part. 
He read to the interviewer the regula- 
tion on page 15 of the postal guide 
which says, among other things, that 
reproductions or imitations of type- 
written letters, when apparently of a 

rsonal nature are first-class matter. 
There has been no change in the law, 
and the rejection by the Chicago post- 
master of what to PRINTERS’ INK 
seems to be a circular pure and simple 
must be due to the fact that it appeared 
to him to be ‘‘of a personal nature.’” 
The query is, however, suggested, why 
the circular would be less of a per- 
sonal nature if printed in Roman or 
italic. It would seem to be the proper 
thing for an advertiser who wishes to 
send a circular in typewriter type to 
his customers, to ascertain first whether 
his own postmaster considers it third- 
class matter. If so, why, everything is 
lovely ; but if he thinks its character 
‘*personal’’ then the advertiser should 
send his circular to the next town to 
be mailed. 


CIRCULAR MAILERS. 





The ‘‘circular mailers,” who are 
springing up in various parts of the 
country, do acurious business. For in- 
stance, A has been in the novelty busi- 
ness for some time—the word ‘“‘nov- 
elty,’’ by the way, covers many things 
that are truly novel and wonderful to 
the rural population to which they are 
sold. A has retained the name of 
every customer. When he has a new 
article to offer, he will ‘‘ circularize”’ 
all these names—costing him one cent 
per circular for postage. To reduce 
the cost, or to gain a profit, he offers. 
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to insert with his own the circulars of 
_ others, at an agreed rate, say two or 
three dollars per thousand. Some- 
times a couple of dozen circulars, each 
from a different firm, reach the farmer 
in one envelope. Different firms in 
the same business also ex e lists ; 
that is to say, when A ‘‘circularizes”’ 
his customers he inserts B’s circulars, 
and B reciprocates by inserting A’s 
circulars when he sends out his own. 
The amounts collected from various 
advertisers sometimes aggregate five 
cents or more for each envelope. This 
covers the cost of printing, provides 
for the post-office charge of one cent, 
and leaves a margin of profit. 


A DESIRE TO PLEASE. 


A New York advertising agency has 
received the following rate card from 
a newspaper published in St. Louis : 

We take pleasure in sending you our re- 


vised list of rates. 
ADVERTISING RATES. 








I | 2 4 
$18.00 $15.00) 
one year. 00) 24.00) 
one year. 32.00) 
one year. 42.00) 

5 inchs, one year. 45-00 
6 inchs. (¥%)....++ 52.00) 
8 inchs. (%)....+. 64.00) 
10 inchs. (%).....+ 75.00} 
12 ins., 4th page.. 84.00 


For 3 mos. contract, divide by 4 and add 

r cent. 

‘or 6 mos. contract, divide by 2 and add 

r cent. 

XPLANATION—The figures quoted in col- 
umn No. 1 are our regular rate. Column No. 2 
is our lowest rate to advertisers. Column 
No. 3 is the rate we shall expect from adver- 
tising agents (net). Column No. 4 is the 
lowest net rate we can accept contracts from 
agents, but shall not expect them to make a 
regular thing of sending us this rate. 

ou are at liberty at all times to accept 
any rate we may make to advertisers, and 
send us your order, less 33 per cent. 

The above will enable you to put us on 
any list intelligently and save considerable 
writing back and forth for Zowest rates. 

The scheme is easy. If the adver- 
tiser likes to pay a high price charge 
him $100. If he kicks charge him $60. 

—— +o —— 


NOTES. 


Tue tendency of trade periodicals to em- 
ploy ad writers to edit departments devoted 
to advertising is on the increase. 

A NOVEL variation of sandwich man ap- 
peared on Broadway recently. Three men, 
dressed up to represent Du Maurier’s Taffy, 
The ir, and Little Billee, respectively, 
walked arm in arm as icted in “* Trilby.’ 
No advertising a on the front, but 
those who Rempel ack at the trio saw the 
legend: “‘ Smoke Frisch’s Fine Cigars.” 


$r0. oo 
16.00 
21.00 
27.50 
32.00 
38.00 
46.00 
55-00 
60.00 





rinch one year. 
2 inchs, 
3 inchs. 
4 inchs, 


100.00 
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Tue manufacturer of a window polish in 
Washington sticks notices on shop windows 
at night, telling the storekeeper to ask his 
druggist for the preparation, and to wash 
his windows with it. 


J. D. Burns & Co., clothiers in Washing- 
ton, have a novel advertising scheme. It is 
a letter in a feminine l. ** Mamie,” 
and contains a bunch of f. violets (arti- 
ficial). It informs “dear H " that all is 
over M us, as mamma will not sanction 
his attentions, and insists on her receiving 
Mr. Roswell, use he wears such lovely 
suits from Burns & Co., and Mamie thinks 
her mamma is 


Rosinson, Cuery & Co., of Washington, 
recently advertised their black hosiery in their 
windows. Twelve n boys were seated in 
the window, clad in long white tunics, open 
at the breast, bringing out in strong contrast 
the darkness of the boys’ skins, and the 
whiteness of their apparel. The draping of 
the window was light-colored, bri he 
forms of the darkies into bold ay h 
boy held a package of the hosiery in his 
hands. Show cards were strewn around the 
floor of the windows, and newspaper adver- 
tising was used to call attention to the display. 





Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra Sor specified position—if granted. 
Must be handed in one week in advance, 


Shrike EOF FREER BRS Pa. 


TE WAVE, Watt at SS 
tee lér Wonka dg., New 72 000 weekly 
York, N. Y., sole agent. ’ guaranteed. 
PROrUSELY ILLUSTRATED 
from cover to cover with orig- 
inal, modern adverti de- 
signs, specially pre for 
progressive Advertisers 
only. Sent upon receipt of 10c. postage. 
New Edition of Stock ening yhr soon 
ready. Send 10c. to BINNER, IL- 
LUSTRATOR AND ENGRAVER, CHICAGO. 




















R:I-P-A:N:’S 
The modern stand- 
ard Family Medi- 
Cures the 


il ieeeeannienedll 
common every-day 


cine: 


ills of humanity. 


ONE GIVES RELIEF. 
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A SMALL MAN, A BIG BOY 


THENEW § iS MODEL WEB 


A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
Chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York. 


‘Do You Want Good Printing? ' ?: 
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u Ican do the best work reasonably, because I have : 
"] every advantage in the way of yon ee ae a pli- 
ances. I have an abundance of material. on’t 
have to tear up ore job to get type enough - set u up te 
+ another. I have fast presses and lots of them. <> 
45 perfect system prevails in my office. Every minute t, 
oy is made to count. I print everything, set up ads at- nt 
5 tractively and furnish electrotypes when required. uy 
bf > 
ty WILLIAM JOHNSTON, Manager Printers’ Ink Press, {+ 
Hes 10 Spruce Stacet, New York. Uy 
ce | 
7 i 7"? 2 ? 2 ’ ? ww 
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The leading morning and evening family newspapers 
in that locality. Rates for advertising are 
cheaper in proportion to circulation 
than any other Dayton papers. 


Combined Daily Circulation 14,000; Weekly 4,500 
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For further information D4 4 

voore, + EVENING NEWS ? 

a 4 

H. D. LaCOSTE, D4 > 4 
38 Park Row, * 

New York. 3 9,500 Daily. ; 

4 * 
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“STATE” 


RICHMOND, 
VA. 









Will 
Take 
Your 


Announce= 
ment 


Into 
The 
Homes 

Of 
Richmond’s 
Best 
..People.. 


For Prices, Etc., 
Address: 
H. D. LA COSTE, 
38 PARK ROW, 
NEW YORK. 
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} N. Y. CITY. 


THE National: 
* Tribune. 


FOR NEARLY FOURTEEN YEARS 
THIS PAPER HAS BEEN A REGU- 
LAR VISITOR AT OVER 100,000 
HOMES IN THE NORTH EVERY ¢ 
WEEK. 
It is the favorite 
Fireside Journal 
of the 
Country Home. 


SAMPLE COPIES FURNISHED ON 
APPLICATION. 

IN MATTERS RELATING TO AD- 
VERTISING FOR ITS COLUMNS, 
ADDRESS 


The National Tribune, 
WASHINGTON, D.C. 


BYRON ANDREWS, 
Manager Branch Office, 
66 PULITZER BUILDING, § ¢ 
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‘THE ENSIGN 


ESTABLISHED, JAN., 1889. 


(Monthly.) 
Twenty-page Magazine. 


The only Canadian journal devoted to 
Assessment and Mutual Insurance, Life, 
Fire and General ; and to Mutual Build- 
ing and Loan Associations. 


Circulation over 10,000 


per month. Subscription, $1.00, With 
the Acme Wallet (pat’d) as premium, 
first year. 

Space to sell at $1.00 per inch, per 
month, to reach (estimated) 50,000 read- [ 
ers monthly. Good results guaranteed 
from past experience. Terms, under 6 
months cash with copy. Advertising 
agents wanted. 

Ensign worth the money, “ Acme” 
worth the money, Sface worth double. 
Therefore we give $2.00 for $1.00, 


THE ENSIGN PUB. CO., 
St. Thomas, Ontario. 
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$$" Contributed 


In round numbers, during 1994—and it 
-was a hard year—the average contribu- 
‘tion to church work from each com- 
“‘municant member of the denominations 
‘reached by these papers was as follows: 








Put PHILADELPHIA. 
Them * 18 00 
On 1760 
Your Instructor 18 +4 
List Recorder 3 00 








Write to us for fuller particulars. 
Religious Press 
Association 


|. Phila. 


Will you think out (there isn’t space 
‘here for us to tell) how this points to 
people with homes, able to buy what 
‘they want and with money to give to 
,good causes. 

Are not they the people with 
"whom you want to do business? 





A correct statement of the number of 
copies issued to subscribers is given 
every week in 


Che Sunday School Eanes 


This, coupled with the money refund- 
ing guaranty to subscribers as to adver- 
tisers’ trustworthiness, makes both 


Advertiser and Subscriber 
Sure of what they are getting, 


Present issue over 158,000 COPIES 
weekly to paid-in-advance adult sub- 
scribers, the active church-workers in 
different denominations — 15,000 more 
than at the same date last year. 

High-class circulation for less than 
one-half cent per line for 1,000 copies is- 
sued. 

Write to us for fuller particulars. 


Religious Press 
Association 
Phila. 
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“am “a> “am 


The Dayton, 


Ohio, 


Evening Press.. 


Goes regularly into more homes in Dayton 
than any morning and evening 
paper combined. 


Think of It. 


We will pay for all advertising in 
every Dayton, Ohio, daily newspaper 
run by any firm using the columns 
of THE Press if it can be proven 
that any of said papers have a circu- 
lation exceeding or equaling that of 
THE PRESS. 
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Circulation Over 10,000 Daily. 
Send order for your ad at once. It will be read in all the 


homes of Dayton. 
LOUIS V. URMY, 
Eastern Representative, Times Building, N. Y. City. 
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These Are Facts! 


Why is THE ST. LOUIS 
CHRONICLE’S paid circulation 
greater than the combined paid 
circulation of all other afternoon 
St. Louis Newspapers? 


First—Because it has the largest and best local staff 
in St. Louis—morning or afternoon field. 













Second—Because its telegraph service includes 


(1) -The full report of the great United Press. 

(2) The full report and co-operation of the great 
Scripps League of American newspapers. 

(3) The services of 1,000 Special Correspondents 
in the Mississippi Valley. 

(4) The special service of the New York Sun, Herald, 
Times and Tribune. 


Third—Because the Chronicle is the only St. Louis 

daily paper that is not an organ of any 
party or faction with axes to grind and 
favors to ask. 


Fourth—Because The St. Louis Chronicle is a 
NEWSPAPER. for the PEOPLE, owned 
and edited by Western Men. 















“* The St. Louis Chrenicle is credited by the 
American Newspaper Directory for 1895 with 
having the largest circulation rating accorded to 
any daily paper published west or south of 
Chicago.”—Printers’ Ink, May 1st. 







Daily Circulation Guaranteed to Exceed 


100,000 cortzs. 


E. T. PERRY, MANAGER FOREIGN ADV. DEPT, 


66 Hartford Bidg., 53 Tribune Bidg., 
CHICAGO. NEW YORK. 
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Commercial-Appeal 


COVERS 
TENNESSEE, = ARKANSAS, 
ALABAMA © GEORGIA. 


MEMPHIS, trs tome” 


Is in the center of the fertile Mississippi Valley, 
has eleven lines of railroads, and the great Mis- 
sissippi River and tributaries to carry its trade and 
the CoMMERCIAL-APPEAL to the thousands of fami- 
lies in all the surrounding country that it reaches 
every day. 





MEMPHIS COMMERCIAL-APPEAL, 
DAILY, SUNDAY, WEEKLY. 


THE COMMERCIAL, - ESTABLISHED 1889 
THE AVALANCHE, - %: 1857 
THE APPEAL, - 7 1840 


CONSOLIDATED JULY 1, 1894. 











«_Known Circulation_~+ 


DAILY, Exceeding 18,000 
SUNDAY, Exceeding 20,000 
WEEKLY, Exceeding 50,000 





Honest advertisers are offered HONEST RATES 
in an HONEST NEWSPAPER with an HONEST 
CIRCULATION. 


A. FRANK RICHARDSON, 


Tribune Building, Chamber of Commerce, 
NEW YORK. CHICAGO. 
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Scattle 
Post-Intelligencer----- 


Every intelligent advertiser knows that, in 
placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 
Puget Sound Region. 


KNOWN CIRCULATION : 


Daily, Exceeding = 14,000 
Sunday, Exceeding = 15,000 
Weekly, Exceeding 15,000 
-900@@@Oee-- 
A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 
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PRINTERS’ INK 


Frequent proposals are received at this office 
from newspaper publishers who wish to advertise in 
Printers’ Ink and ask: “Will you advertise with 


us to an equal amount?” The answer is pretty uni- 


formly— 


“We.. 
Cannot!” 


If any exception is ever made (and an exception 
proves the rule) it is invariably in a case where the 
paper inviting the exchange is specially valuable 
from an advertiser's standpoint. The advertising 
rates of Printers’ INK are lower in proportion to 
circulation and influence—very much lower—than 
those of any other class or trade newspaper in exist- 
ence. For advertising rates and testimonials to its 


value as an advertising medium, address, 
PRINTERS’ INK, 
No. 10 Spruce St., N. Y. 





PRINTERS’ INK. 





To Round Out 
the Century. 


The Subscription Price for PRINTERS’ INK is now 
$2 a year. 





After December 31st, 1895, the price will be 
Advanced to $5 a year. 





Before December ist, Subscriptions will be received at 
$2 a year for as many years or such fraction of 
a year as the subscriber desires to 
pay in advance. 


$4 will pay for two years. 
$6 for three years. 


For $10, check in advance, or five subscription coupons, 


a receipt will be sent covering subscription 
from date of receipt to Jan’y ist, 1901. 





Ten Dollars in Cash or Subscription Coupons carries your 
paid subscription to PRINTERS’ INK 


Into the 
20th Century. 


Address, 
PRINTERS’ INK, 1o Spruce Street, 
New York. 
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LOOK AT =2=-- 
THESE FIGURES... 


Tell the tale truthfully 
to advertisers. 


OVER... 
COPIES EVERY DAY 
IN THE YEAR—DOES 
i] THE DAILY PRINT. 
OVER... 


20 0 0 0 COPIES EVERY SUNDAY 
| EDITION, 


OVER... 


35 000 COPIES EVERY WEEK- 
& LY EDITION 


OMAHA BEE 


“1S WHAT THE ADVERTISERS GET. 
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If you will look over its advertising columns, you will find the names 
of all the successful advertisers of thiscountry. That tells the story. 
Tue Bex gets results. It does this because it enjoys the confidence of 
its readers—they believe in Tue Bee and the statements of its advertisers. 

his brings returns, and that’s what advertisers are looking for just now. 
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A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 


SPACE 


| 
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NY Many Millionaires 


have made much of their money 
through the columns of the 


CHICAGO 
NEWSPAPER 
UNION. 


A big millionaire said the other day 
that the ambition to make millions was 
an ignoble one. 

But he kept on turning over his 


money just the same. 

The country people in the West, in 
the rich agricultural region of the Mid- 
dle Western States, have millions of 
money, which they spend every year in 
buying the things they see advertised - 
in the papers of the C. N. U. 

Six electrotypes are enough for 1,400 
papers. 

Send us the size of your ad and we'll 
send you an estimate. 


-90@@OOOGee-- 

Chicago Newspaper Union, 
93 S. Jefferson Street, 
CHICAGO. 

New York : 10 Spruce Street. 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates.. 


Retail merchants are invited to send advertisements for criticism an 
to retail adv : 


id ; to 
ideas, experiences 








ask about rtain to d 
tna hints for {the betterment ot this A Pruvrens’ inx is 0 clearing-house for 
: Brooks’ PHaRMAcy. t contains, and I should think nine 
Szpaisa, Mo., May 9, 289s. people out of ten would then put the 


Mr. Chas. Austin Bates: 

I am a constant reader of your “* Adver- 
tising for Retailers ’’ department in PrinTERs’ 
Ink and learn much from your ideas. I in- 
close a klet recently issued by me and 
ask your opinion of same. Of course I think 
that Printers’ Ink should be in the hands of 
every merchant. Truly yours, 

O. M. Brooks 

The booklet in question is not well 
printed, and there are several things 
about it that I do not think are good, 
but it is in the right line. The will 
to advertise is evident, and there is a 
certain earnest quality about the mat- 
ter which makes it good, even though 
the writing and the printing are not 
as good as they might be. The only 
really inexcusable thing about the 
whole book is the alleged poetry on 
the last page. It is possible, I sup- 
pose, to get a rhyming advertisement 
that. would be good for something, but 
the probabilities are always against it. 
Generally the inexperienced writer of 
rhymes gets the meter right, and the 
rhymes wrong, or the rhymes right and 
the meter wrong. I am reproducing 
this little quatrain because it is so bad 
as to be pretty nearly good. 





Rich in the flavor of ripe fruit, 
And cold and sparkling—made fully to suit 
A fastidious taste. What else can be said? 
Save that such soda don’t go to the head. 

While I do not believe in advertis- 
img novelties, Mr. Brooks has sent me 
something which | think is first rate. 
It is not a new idea, but there are 
very few new ideas anyway. The 
following matter, printed on a small 
ticket, is slipped into an envelope, on 
which is printed ‘‘ Something for noth- 
ing.’’ One must have his curiosity 

When Purchasing Goods 
—at— 
BROOKS’ PHARMACY, 
2nd & Ohio, 
this ticket will be taken for one glass of 
Brooks’ Celery Phosphate Compound 
: at fountain. 














pretty well under control if he does ? 
not open the envelope to see what it 


ticket in their pockets, and eventually 
find use for it. The scheme is not an 
expensive one to work, and is pretty 
sure to be profitable. 
# % 
* 

A couple of weeks ago I had some- 
thing to say about the advertising of 
Gimbel Bros. in Milwaukee. | found 
much to praise in it, and very little 
to criticise. If I had given nothing 
but praise, I probably would not have 
received this letter, which, it is needless 
to say, I am very glad to have. Mr. 
McLaren also sent me a few clippings 
from recent advertisements, which I 
have made over into ready-made ads. 


Gimset Broruers. 
MILWAUKEE, May 14, 1895. 
Mr. Charles Austin Bates: 

Dear Sir—I don’t know where I got the 
word “ pricings,”” but suppose it came through 
the word-sieve. It struck me as fairly good 
and seemed to shape the genera pleasing- 
Pa I would say, off-hand, that it’s a living, 

nglish word. Haven't looked it up. A 
man writing year in and year out on the same 
subject, one, two, three columns a day has to 
be alert with words if he would keep interest- 
ing his store’s public. A free swing of words 
seems to me refreshing to constant readers 
and is perhaps more a feature than defect in 
this style of advertising. I don’t like being 
cute and don’t know where you get the 
notion, I haven’t anything to say about 
style—am not a professional advertisement 
writer. I took Gimbels’ advertising about 
eight years ago. _ The Gimbels were new 
men in the town, which was known as a one- 
store town. (That may be so now, but 
Gimbels’ is the one store.) They got good 
business the first year, more the second and 
still more the third. Began with 25,000 
square feet of selling space and have in- 
creased to more than three acres, with the 
biggest trade in town, that keeps prec J the 
store to bulging every day. There are things 
that an advertiser says that even success 
does not justify, and perhaps that’s what you 
mean, but what other justification does an 
advertiser want but success? I mamage the 
store and write the advertisements. I am 
among the store’s constituency all dey’ long. 
I study the language of the clerks (which is 
the language of the store) closely and often 
find myself saying to people, in print, just 
what clerks say to me in the store about the 
stock, and I sup to the people they wait 
n. That’s what makes the store and its 
advertising fit so closely, Yours truly, 

Wa. McLaren. 
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Gmxeson & CuILp, l 
Hats and Men’s Furnishings. 
RoanokE, Va., May 16, 1895- 
Mr. Chas. Austin Bates: 

Dear Sir—We inclose a few of our ads 
and would like your criticism. We can say 
that our ads sell goods. It has always been 
a question with us whether it is better to 

uote prices or not. We never did it at one 
time, but we have been gradually won over 
by your very excellent articles in Printers’ 
Ink. Our trade is mostly young men, and 
we notice that ads running a little to the 
‘cute ’’ are noticed more, but can’t say that 
they sell more goods. Yours truly, 

Grixeson & CHILp. 


It is easy to see why these adver- 
tisements have sold goods. They are 
right to the point, and while there is 
an occasional use of slang, which I 


think is generally a bad thing in ad- 
vertising, there is a vein of humorous 
cordiality running through them which 
makes them very readable. 

Here are three which are pretty 
good examples of the whole lot : 





GOOD BAIT 
FOR 


TWO BITS. 


We've a window full of 
Fifty-Cent Neckties. 
Your choice for 
Twenty-five Cents. 
No fun losing money, so we of- 
fer these without a smile. 
GILKESON & CHILD, 
Hatters and Men’s Furnishers. 


“Mackintoshes ? ” 


Yes, sir, plenty of ’°em—good ones, too; 
they keep out the cold and keep in the 
good humor. 
Most Mackintoshes are unsightly, 

b and have a general heay-aneall. 
night look. 

e’ve the latest fashionable cuts— 
velvet collars, boxed coats and an all- 
*round, up-to-date appearance, $5 up. 

We've heat generators, too—Under- 

wear, Woolen Caps, Gloves, Mitts and 

Sox ; no icicles at our place. 

GILKESON & CHILD, 


Anti-Zeroarers. 


Jur Tailor Shop! 


Away back in the rear of our store 
we've a beehive. No drones, noidlers, 
in that department —all busybodies ; 
busy making clothing—good clothing ; 
the best that’s made. And yet we 
charge no more than others—-possibly 
a good deal less. May be that’s why 
we're so busy. 

If you want to be sure of a fit, come 
tous. The harder to please the better 
we like it. 


GILKESON & CHILD, 
Hatters and Men’s Furnishers, 
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From Waterloo, Ia., I have two ad- 
vertisements, both well written, one of 
which I think is exceptionally good, 
and the other one not very good at all. 
The first one is this paint advertise- 
ment, which goes straight to the point 
and tells something about the particu- 
lar paint which is offered for sale : 


Now You See It, 
Now You Don’t. 


That’s the way with some paints; 
a little exposure to the weather 
washes it off like chalk; but it’s 
not the way with 


OUR PAINTS. 


That’s because they are made of 
pure white lead and pure linseed 
oil. Bear this in mind when pre- 
paring to re-coat that residence or 
that barn; we have the best and 
the cheapest. 
THE QUALITY 
of everything is guaranteed. A full 
line of everything found in a first- 
class drug store. 
M. J. O’KEEFE, Waterloo, Iowa. 








The shoe advertisement does not tell 
anything in particular about the shoes. 
It starts out with irrelevant matter. It 
is very smoothly written, and as a 
piece of homely philosophy is very 
good, but I don’t believe it is the kind 
of an ad to sell shoes. The general 
effect of it may be good. The tone is 
good, and it rather gives the impres- 
sion that the store behind it is a good 
store, but that is only a negative sort 
of advertising, and the same object 
may be gained even more perfectly 


A Good Shoe 
IS LIKE A GOOD FRIEND. 


It will not Mocageles you when called upon 
for real service. You know a good friend by 
trying him—in the same way you can test a 
shoe—but the trouble is, when you have tried 
a shoe you must keep it, good or not. You 
will not <a about having to keep OUR 
SHOES. e know what they are when we 
sell them, and our knowledge can be yours 
BEFORE YOU BUY. 
Add to this our low prices and you have a 
measure full of satisfaction. 
J. E. BRAGDON, 520 Commercial St. 
Reliable Footwear. Good Shoes that fit. 


with an advertisement that would act- 
ually sell something while it was creat- 
ing the impression. 
+ 
From N. H. Warner, of Washing- 
ton, D. C., I have two little booklets, 
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very well printed and very well written. 
Perhaps they are a trifle longer than 
they might be, but perhaps not, be- 
cause each one is addressed to a dis- 
tinct class of people, who will be in- 
‘terested in what is said. 

One of the books is entitled ‘* About 
Rents,’’ with sub-headings as follows : 
“Necessity for an Agent,’’ ‘The 
Value of Experience,’’ ‘‘ Proper Req- 
uisites for Successful Management,” 
“*Conspicuity obtained by our System 
of Advertising,”’ ‘‘ What our system 
of management embraces,’’ ‘‘ What 
our equipment includes and the Ad- 
vantages offered Owners,’’ ‘‘ The 
Price for Securing Best Net Results,”’ 
and ‘‘ All these Advantages Offered to 
you.” 

The same things might have been 
said in about half the number of 
words, and would have been more 
forcible for that reason, but I would 
rather have the book a little bit too long 
than a little bit too short. 

The other book is entitled ‘‘ Con- 
cerning Loans and Investments for the 
Information of Borrowers and Invest- 
ors.” This book is better than the 
other one. ‘!here is too much of it 
to permit the printing of even a syn- 
opsis, but I would very strongly 
recommend any one interested in such 
matters to ask Messrs. Warner & Co. 
for a copy of this book. It will repay 
very careful study. 


For Any Business—(By Wm. MacLaren). 


WE'RE NOT 
ALL ALIKE. 


It is vain to 
treat merchants as if they were 
equal. They are unequal by 
methods and actions as men gen- 
erally are unequal by nature and 
circumstances. It is the dis- 
tinction you make between one 





merchant and another, and is not 


the most trade-favored the one 
you expect the most of? Is not 
trade a recognition of merit over 
mediocrity ? 


For Any Business—(By Wm. MacLaren). 


WHAT’S YOUR 
OPINION? 


Everything says that the completed spring 
stock is here. And why not? Keen wits 
everywhere about to watch your needs; 
money plenty to fetch quickly whatever is 
made that we think would please you. It’s 
our fault if we don’t. But we shan’t be con- 
ceited or presumptuous. The store has a use- 
fulness to live to, it has an expectant com- 
munity to satisfy. You shall have all your 
expectations and more, 
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For Any Business—(By Wm. MacLaren). 
THERE’S 
ALWAYS CHEAPWESS 


in the store that you do not 
hear of. Can’t print every- 
thing we know. e try and 
place such things as do not 
get into the papers in conven- 
lent places in the store that 
aa may not skip them. 
our loss if you do. 





For a Druggist—(By W. B. Powell). 


Patent Medicines. 


When you ask for Hood’s 
Sarsaparilla in my store you get it. I don’t 
try to work off some cheap Blood medicine 
on you because I make double the profit on 
it. You have made up your mind that 
Hood’s will cure you and faith is consider- 
able in medicine. But, on the other hand, if 
you ask my advice of any proprietary medi- 
cine, I will give you the benefit of my obser- 
vation of its success or not. I am here for 
that purpose. 1 keep everything under the 
sun that’s advertised. 





For Cigars—(By W. B. Powell). 
323 MEN ; 


passed into my store yesterday 
and purchased cigars out of my 
stock. I keep the best Imported 
and Domestic brands and sell on 
close margins. When aman buys 
a ro-cent cigar of me he is not 
buying a $45 cigar—and he knows 
zt. You may fool a man once on 
a cigar but you cannot the second 
time—and / know it. Knowledge 
is a great thing in business. 





For a Newspaper—(By A. T Diets). 
you 
had 


and told 
every man ys met that you had a load of 
w to sell, and every man you met would 
in turn tell every man he met that you had 
a load of wood to sell, it would, in course of 
time, become pretty well circulated that you 
had a load of w to sell; but why not cut 
it short—not the wood, but the method—and 
place a good ad in a good newspaper and tell 
eve’ at once. “Delays are danger- 
ous,” ond a good newspaper would start in 
where the last man left off and keep on tell- 


ing everybody that you had a load of wood 
to sell 
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32 per cent 
More Advertising 


printed in THE EveninG Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


654 More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


“‘The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EvENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.” —Printers’ Ink. 





Publication Office: 
206-210 Broadway, = = New York. 
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No Business 
Depression. 


Dull times are al- 
ways expected during 
the sultry months. The 
expected needn't hap- 
pen if the right kind of 
advertising is kept up. 





Our kind of advertising 
will liven lulls. If we 
tell the story of your 
business it will be heard 


and hearkened to. 


Lord & Thomas, 


Newspaper and 
Magazine Advertising, 


45-49 Randolph Street, 
CHICAGO. 











PLS nfs 


WwW. C. BAKER, Business Manager. 
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The Detroit Suns. 


ILLUSTRATED AND SUNDAY. 





660000460 
ILLUSTRATED. SUNDAY. 

April Jorccses ree 98,920 April 8.......... 26,528 
April 144200 coos. 98,632 April 15.......... 25,927 
Apel 95.6 <6 cod oe 90,796 April 22.... 50605 25,824 
SN OB. gis sesi00 202,621. April.29.... 2... 26,927 
Ae SEPT S6g008 Mag 6s. dsien.ces 27,002 
BEBY - 30 icnd ocvee 101,603 May 13.......... 27,628 
May 19... 105,728 May 20.......... 28,212 
BORE. 9B .0's ncnae 103,824 May 27........:. 27,644 
SY - Bo ons tbcinin 300,804 JOO | 8.00 dadecss 24,816 
BMRO .Qococcccsce 106,018 JUNE 10. 622. 0000 25,718 
Tene 36.....60.5. 308,988 June TP..... cca 22,674 
ee veer ere 92,78: June Bg......200: 23,601 
FUME $0. c0ccccce oe i | a eee 26,823 
PT Pe svecsese 99,728 Julp 8... coda 24,617 
SET. Sons's sions 92,008 .. JUlt 86. ..... 008 21,692 
TOY BB ds odb'es 00 103,604 JU G8... sabtds 23,818 
BEET: BB. ws vies ose net S30 @8.+<cescam 25,978 
ie 95,898 August 5........ 27,819 
August 11....... 98,981 August 12........ 24,332 
August 18....... 94,628 August 1r9........ 25,718 
a 92,701 August 26........ 23,809 
September 1.... 93,001 September 2..... 25,819 
September 8.... 94,718 September 9..... 22,602 
September 15.... 84,021 September 16..... 21,216 
September 22.... 89,926 September 23..... 24,781 
September 29.... 91,763 September 3o..... 24,615 

ee 2,544,700 THR. cakes hnas 656,140 


Average weekly circulation 
for the past six months, 


97,837: 


Average weekly circulation 
forthe past six months, 
25,2306. 


D. A. DELANY, Notary Public, Wayne Co., Mich. 


RATES ARE LOW... 
Advertising Office, 517 TEMPLE COURT, NEW YORK CITY. 
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JOHN BATES, Pressman. 
Subscribed and Sworn to before me this 18th day of October, A. D. 1894. 
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“A GOOD STORY WILL BEAR TELLING TWICE.” 





Build Up Your BUSINESS By Advertising 


IN THE 


FORT WORTH 
GAZETTE 


. Dally, Sunday, Weekly, 
Circulation :,5'900 12,000 42.006 


LARGEST CIRCULATION 
Daily and Weekly, of any Newspaper in 
Texas, and 


THE LOWEST RATES. 


Do not allow yourself to drop into 

the fogy rut and think Summer 

advertising doesn’t pay. If you 

are now in that rut, the Gazerrz 

can and will pull you out. Itis 

&@ Well-known fact that money 

ig laid aside Winters only 

to be spent in the Summer 

months. If you neglect to 

take advantage of this fact, 

Fort Worth some wide-awake adver- 

tiser will step in and cap- 

ieee ce 2 ture the persimmon, and 

1S ITS MOST when the thermometer 

r our business 

IMPORTANT City, , SA pemere naene = 

Being the Greatest R. R. =. 4 find to your sorrow 

Center (St. Louis excepted) that a more progress- 

in the South or Southwest. 7. ive advertiser con- 

» & 3 trols the trade,and 

The wealth-power of printers 5 then you'll get 

ink has yet to be fathomed. red-headed and 

Large fortunes have been made talk about your 

by newspaper advertising, and luck, when real- 

the opportunity is greater to-day ly it was the 

than ever. Look at this map and ‘ lack of ener. 

Z gy and push 

lost you the 
battle. 





“ 


read between the lines, and let the train of thought 
take a broad gauge. This object lesson tells more 
fully and quickly the commercial importance of Ft. 
Worth than can pen or tongue, and at once conveys to 
the mind an idea of the immense traffic that must fol- 
low the meeting of so many railroads at a given point. 


S. 6, BECKWITH, rorsige Sorting 


‘48 TRIBUNE BUILDING, 509 “THE ROOKERY,” = > > 





NEW YORK. CHICAGO. 
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Our New IIlustrated 
Book, 


“The Kind 
That Pays,” 


is practically a hand- 
book and guide 
for 


Street Car 
Advertising 


Rightly Conducted. 
Price $1.00. Postpaid. 


ee~<sd 


Address: 


CARLETON & KISSAM, 
50 Bromfield St., 
Boston. 


Postal Telegraph Bldg., 
New York. 


Mdbdbdadaddddad 








47 
—_—<® 
a 
lp 
a J] 
—_<®> 
i 
— 
ap 
—_<> 
 —T 
—_—<®> 
i) 

—> 
—» 
ali 
ie 
— 
i 
—_—_<® 
—_» 
—_—<® 
—» 
_— | 
—» 
—" ) 
—» 
ly 
a 
— 
om . |) 
—_<® 
—» 
—_<®> 
—» 
— 7) 
NS 


PAA ALARA ALAA ALALALAL ALAA AL 












8 PRINTERS’ INK. 


aa kee 








GLITTERING 


of fabulous results is held before the advertiser’s 
} eyes by so many worthless media that it is not 
} strange if he sometimes loses his way and finds 
disaster where success seemed surest. 

A clear head and cool, unbiased judgment 
are needed to keep in the right path. 

In our thirty years of work we have seen 
magnificent businesses dragged down to failure 
by poorly managed advertising. 

In our thirty years of work we have 
guided many a business to success. 
Perhaps we could 

help YOu. 










The Geo. P.Rowell 
Advertising Co., 
10 Spruce St., 
New York. 























